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a 


The pages that guide the 
spending in thousands of 
homes of character... 


EVERY MONTH more and more readers turn to the pages of IDEAL HOME 
as their guide to the creation of a lovely home and to better living. 


14,955 new readers bought this distinctive magazine every month during 
the period January-June, to bring the latest A.B.C. monthly net sales to an 
all-time record—138,223. 


This discriminating section of the public ... the section you most wish to 
influence . . . has complete confidence in the editorial and advertisement 
pages of IDEAL HOME, the sales medium par excellence for those whose 
products beautify house and garden, or add to life’s comfort. 


Include this unique store-in-print in all your future sales plans! 


IDEAL HOME 


A.B.C. Monthly Net Sale — 138,223, Jan.—June, 1953 
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Ys 
“Bedding 


you can 


trust—and 


Recommend...” 


COMPETITIVE TV 


Publicity and 
BBC monopoly 


Sir,—Lawrence F. Wass could, 
no doubt, produce some ex- 
amples, but I am sure only a few, 
of occasions when there has been 
a public outcry against anything. 

The British public seldom get 
so excited on any matter as to 
organise for themselves a demon- 
stration of their feeling. This 
does not, however, show that they 
are disinterested or even satis- 
fied, for surely few can be 
delighted with the regular in- 
creases in railway fares and elec- 
tricity or gas charges, and yet no 
one has noticed “a public outcry.” 

Speaking for myself, and I am 
sure for many thousands of 
others, 1 find the B.B.C. mon- 
opoly of television thoroughly 
bad. Some programmes are good, 
some are hopeless, but what can 
one do, Take it or leave it! Thank 
goodness if I don't like one news- 
paper I can still go out and buy 
another, 

The outburst against commer- 
cial TV must surely be the result 
of skilful publicity organised by 
those who have an interest in 
retaining the B.B.C. monopoly. 


J. McL. Morrisu. 


76 Guildford Road, 
Horsham. 


Evidence of mass 


demand 


Sirn,—Lawrence F. Wass makes 
a point (August 13) that the only 
militant advocates for competi- 
tive television “would appear to 
be those who would gain by its 
introduction.” 

That, of course, is true, be- 
cause we all stand to gain from 
the introduction of competitive 
television. But when he goes on 
to say that there has been no 
demand from the masses for a 


To The Editor.. 


change I disagree wholeheartedly. 

I receive a large number of 
provincial papers and _ have 
noticed in the past few weeks a 
tremendous increase in the num- 
ber of letters in these papers 
putting the case of people who 
genuinely desire to have alter- 
native services. 

RONALD SIMMS. 

Secretary, 
Popular Television Association. 


Confusion in the 

ar 

Sir,—The suggestion that only 
the public should decide for or 
against the introduction of spon- 
sored TV is admirable, but it is 
useless to ask for opinions until 
the application of the word “com- 
petitive” is properly understood. 
At present the average viewer 
thinks (with Mr. Attlee’s help) 
that one’s favourite B.B.C. pro- 
gramme will be handed over to 
sponsorship and riddled with ad- 
vertisements. 

Mr. Wase accuses Claude Sim- 
monds of overlooking a point, 
but, at the same time, he over- 
looks the whole essence of the 
advantage of commercial TV as 
currently proposed— —that there is 
not going to be a “change.” The 
system will not replace the exist- 
ing B.B.C. service, and any pri- 
vate TV channel will be addi- 
tional—an alternative free of 
charge choice to the viewer, He 
can ignore the commercial offer- 
ing if he wants and keep his set 
tuned and chained to the B.B.C. 
for good (or bad). 


BarRRY BARRON. 
Gui De Buire Ltd. 


Testing public 


reaction 


Sirn,—For sheer lack of logic 
the conclusions drawn from the 
response to an advertisement for 
Pye radio want some beating. 
Your report (August 6) states 
that the agents for Pye conclude 
that “few people are interested 
in the commercial TV_ contro- 
versy. The man in the street 
knows little about it.” 

I saw this advertisement in the 
Evening Standard and thought it 
to be one of those harmless and 
ineffective bits of whimsy which 
all good advertisers are entitled 
to pay for as an occasional public 
jest. But I did not dream that 
the “idea was to test public re- 
action.” 

The truth is more likely to be 


that as the man in the street 
does indeed know something of 
the commercia) TV controversy 
he knows, too, that Messrs. Pye 
could conceivably have a direct 
interest in commercial TV. The 
fact that anybody responded to 
the advertisement strikes me as 
remarkable. 

GRant HELM. 
9 Selwyn Court, 
Richmond. 


* Latest news on competitive 
TV—page 342. 


Type reference 


sheets 


Sm,—As a designer in the ad- 
vertising business, | welcome the 
suggestion put forward by Messrs. 
Edwards and Francis for a stan- 
dardised size of type-reference 
sheet (August 6). 

I would go further, and suggest 
that large printers, as well as type 
founders, issue these standardised 
sheets. It would be interesting to 
have the views of the British 
Federation of Master Printers. 


C. J. CONDELL. 
R. A. Lister & Co., Ltd. 


Encouragement for 
youth 


Sirn,-My congratulations to 
Time-Life International on their 
generous offer to pay the ex- 
penses for young delegates to 
attend the Harrogate Conference. 

There is, to-day, much talk of 
giving encouragement to youth 
but such tangible encouragement 
as this is of immense value. 

Doubtless, there are many or- 
ganisations, as my own, who 
realise that the potentialities of 
young and contemporary thinking 
executives depends on the right 
training and tnat, initially, costs 
money. 

Perhaps the example of Time 
will inspire many other publica- 
tions to similar philanthropic 
action! 

S. C. HILLSDON. 


Marketing Consultants Ltd. 


THIS WEEK 
Next Advances For Market 
Research—page 314, 
NEXT WEEK 
Copytaster on Sample Offers. 
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-.. Special 
Supplement 
in the 
FURNISHING 
WORLD 
SEPT. 4TH ISSUE 


Ring Chancery 8844 
NOW for SPACE 


. . 
The origins of 
. 
print 

Sir,—J. M. Cooper (August 13) 
knows more than I do about “the 
other processes” and I accept his 
statement that Johann Gutenberg 
preceded Caxton. Even though 
“printing from a raised surface” 
may have been known in China 
as early as 175 Bc, it would 
surely be admitted that the stencil 
method of printing, on which 
screen printing is based, dates 
from the time when civilisation 
found it necessary to keep mul- 
tiple printed records for historical 
and other purposes? 

I feel that Mr. Cooper is still 
inclined to look upon screen 
printing as the “poor relation” of 
the various printing processes, 
and the object of the forthcom- 
ing articles which will appear in 
ADVERTISER'S WEEKLY is to 
demonstrate that modern screen 
printing has earned for itself an 
important place in industry. I 
personally would be the first to 
admit that there is room for all 
the methods of reproduction. 

As evidence of a desire to co- 
operate on friendly lines, would 
Mr. Cooper care to inspect a 
modern screen printer’s set-up? 

H. AsHuForp Down. 
President, 
Display Producers & 
Screen Printers Association. 


Well sold, sir! 


Sir,—-Judging from the number 
of advertisements tying up with 
the final test match it looks as if 
more advertisers are at last be- 
ginning to realise that the way 
to a customer's pocket is through 
a subject dear to his heart. After 
all the door-to-door salesman for 
many years has realised the im- 
portance “in selling” of conversa- 
tion on a popular topic. 

PETER JOHNS. 
Plymouth. 


calling every month on 
every Trade Buyer... 
. .. and staying there 


UNDERWEAR « 
STOCKINGS 


Specialised 
Trade Journal 
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JANUARY-JUNE 1953 AVERAGE 


COPIES DAILY (A.B.C.) 


CERTIFIED NET SALES 


OF ‘THE STAR’ FOR EACH MONTH WERE 


JANUARY 1,073,198 APRIL 1,141,814 
FEBRUARY 1,097,370 MAY 1,108,772 


MARCH 1,132,773 JUNE 1,154,974 
DAILY AVERAGE OVER SIX MONTHS 


1,117,975 


THE STAR continues to offer the 
lowest rate per inch per thousand of any 
LONDON EVENING NEWSPAPER 
World’s Second Largest Evening Vel Sale 


ROY CLARK Advertisement Director, 12-22, Bouverie Street, E.C4 "Phone: CENtra!l 5000 
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BREPAIN 
BEATS 
AMERICA 
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‘i E AM ERI shows that the American advertiser pays the 
a = Post Office about |}d. each for distribution of 
* svn s ) 1 8 
Pa NEW YORK, _ samples and even at that figure, the Post Office 
. ; SAMPLE 

ei cages tT America’s loses money. 
Neon wit oap chew- 
Bad preakfast food, S 8 

‘ . ; too . ° . 2 ° 

ee ing erie men like to — In Britain, Circular Distributors Ltd. 
ii oe! _ os distribute circulars and samples to house- 
are costing 

$ united States A o00 hes holds throughout the country at an average 
said 192 milion money, of ¥ 
‘* ; tne ot aX cost of °85 pence, much cheaper than in 
‘ ckets . . . 

® Lae “think mney, ow America or post in this country. 
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ans " mples go 

’ For a ' 

Me Distribution is thoroughly supervised and can 
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ADVERTISER'S WEEKLY 


‘new attitude’ 


RESPONSIBILITY TO ADVERTISERS 


The programme for the Advertising Clubs’ Conference, to be 
held at Harrogate from Friday, September 25, to Monday, 
September 28, reflects a new attitude by the Clubs to their place 
in organised advertising, and their responsibilities to the adver- 
tiser, as well as to those engaged i in the service of advertising. 


Harrogate Conference will reflect Clubs 


SSPCSeSSoesesossoeooossesoassseeres os 
: ACTION : 
? The Club Development Com-: 
mittee of the Advertising: 
Association will meet after the? 
Conference to discuss its? 
results; to consider its resolu-: 
tions and to take what vers 
: immediate action is necessary: 
to begin implementing all: 
Conference decisions : 


The organisers fee] that at the 
Clubs’ conference in Harrogate 
five years ago the main task was 
to rebuild the Clubs. Most of 
them had been out of action 
throughout the war years. Their 
prime need was to get together 
and hammer out domestic details 
of membership, finance, and or- 
ganisation which would enable 
them to meet the needs of post 
war years, 

Now, that first stage of the task 
is done. The Clubs are many, 
and growing in strength. But, 
as the recent report of the Adver- 
tising Association’s Miles Thomas 
Committee suggested, they still 
have a multitude of things to 
consider whilst taking their 
rightful place in the organisation 
of British advertising. 


Practical subjects 


_ This year’s programme—with 
its theme of “Strengthen our 
Clubs”—therefore takes in a 


much broader sweep of advertis- 
ing territory than its 1948 prede- 
cessor. Fewer sessions will be 
devoted to the domestic details of 
Club management. Many more 
will be given over to a wide range 
of practical advertising subjects, 
from the Merchandise Marks Act 
to sponsored TV. 

“What have such things got to 
do with the Clubs? Why don't 
We stick to our Own business?” 
some Club officials have asked. 
on seeing preliminary drafts of 
the programme. 

Reflection has convinced them 
that the fundamental issues of 
advertising are, in fact, the most 
serious business with which the 
Clubs are now faced. 

The organisers consider 


®@ Continued overleaf 


that 


Link-up oi Bournemouth | 
newspaper interests 


EWS OF A LINK-UP OF NEWSPAPER INTERESTS Al 
BOURNEMOUTH MAY BE ANNOUNCED SHORTLY. 

Three directors of Southern Newspapers Ltd., publishers of a group 
of newspapers including the Bournemouth Daily Echo, have acquired 
a substantial interest in the Bournemouth Times Ltd. 

As a consequence three members of the board of the Bournemouth 
Times Ltd. have resigned. 

Those who have resigned are James Putnam, Violet Putnam and 
Philip Edward Putram. Their places have been taken by Col. George 
Forder Perkins, director of Southern Newspapers Ltd. and Hardy 
Press Ltd., Albert Ernest Jones, director of Southern Newspapers Ltd. 
and Hardy Press Ltd.. and Robert Charles Chambers, director of 
Southern Newspapers Ltd., Hardy Press Ltd., and Strong & Co. (Of 
Romsey) Ltd. 

Neither the Bournemouth Times Ltd. nor Southern Newspapers 
Ltd. would make any statement this week. 

ADVERTISER'S WEFKLY is able to reveal, however, that these changes 
follow a strong bid by Roy Thomson, millionaire Canadian news 
paper owner, for the Bournemouth Times. 

Mr. Thomson arrived in this country on Sunday. His son, Kenneth, 
who has been acting in his absence, said: “The negotiations at 
Bournemouth have now definitely fallen through. My father is still 
keen to buy a hele paper.” 


| HP ban goes 
Big ad. boost 


planned for 
water heaters 


The Government’s removal 
of hire purchase restrictions on 
water heaters announced to- 
day (Thursday) will lead to in- 
creased advertising not enly by 
the manufacturers but by local 
gas and electricity boards 
which will once more be in a 
position to offer long term pay- 
ment facilities. 

Sales of both gas and electric 
water heaters have dropped con 
siderably since the Order requir 
ing purchasers to pay a minimum 
initial deposit of 334 per cent 
and to pay off the balance within 
18 months was first introduced. 


Policy decision 

‘the Government are anxious 
that sales should be stepped up 
because gas and electricity re- 
quires less coal than do solid fuel 
appliances in providing occa- 
sional hot water supplies for the 
average household. 

Several manufacturers are mak- 
ing plans to increase their adver- 
campaigns and gas and 
eleciricity boards are expected to 
announce new water heater hire 
purchase facilities at any early 
date, 


lising 


| MUNICIPAL JOURNAL 
Public Works Engineer 


and CONTRACTORS’ GUIDE 


the only technical 
weekly reaching 
every department 
of the £1500 million 
local government 
market. 


3 Clements Inn, W.C.2 
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@ Continued from previous page 


PROGRAMME FOR HARROG 


Nine sessions with ample 


scope for 


British advertising clubs are 
located right in the “front line” 
at strategic points throughout the 
country and a unique collection 
of specialised advertising experi- 
ence 18 concentrated within them 
There is, to-day, an inspiring op- 
portunity for seeing that codes 
of advertising practice are car 
ried out, that recruits to advertis 
ing are properly trained; that the 
craft is carried on in a manner 
worthy of its best traditions. 

Below is given a preliminary 
draft of the Conference pro 
gramme: 


Friday 

Daytime; “Advertising 

The programme will 
the inter-ciub contest 
Leicester Mail trophy 
individual competition. 

(Intending golfers should com 
municate direct with the organ- 
isers—-Andrew Milne, Drapers'’ 
Record, or Uarold Fish, Daily 
Telegraph, for full particulars.) 
Evening; Civic Reception at 9 
p.m. by the Mayor and Mayoress 
of Harrogate (Grand Hotel) 
Dance until | p.m. Dress optional 


Golf” 
include 
for the 
and an 


Saturday 


Inaugural session: “Strengthen 
Our Clubs.” 

9.45 am. The president intro- 
duces the Mayor of Harrogate. 

9.50 The Mayor will welcome 
delegates. 

10.00 ‘The president of the Ad- 
verusing Association, E, , 
Robertson, on: “The future of 
organised advertising: Part 1.” 

10.20 ‘The chairman of the 
Club Development Committee, 
W. H. Hamp Hamilton, will 
thank the speakers and declare 
the Conference open, 

Second Session: “How Can The 
Clubs Attract’ Advertiser In- 
terest?” 

10.30 The chairman, W. H. 
Hamp Hamilton, introduces a 
well-known national advertiser, 
who will ask: 

10.35 “What use is an advertis- 
ing club to me?” 

11.00 Norman N, Jones, adver- 
tising manager of Thos. J. French 
& Co., Ltd. manufacturers of 
“Rufflette’ Tapes, representing 
the Manchester Publicity Asso 
ciation, will reply: “This is what 
an advertising club can do for an 
advertiser.” 

11.25 The chairman will pre- 
sent a plan for: “Canvassing ad 
vertiser interest in the clubs.” 

11.50 Comments and Questions 

12.30 pam. The chairman sums 
up. 
Third 

Club 

ance.” 

The chair will be taken by the 


Session: “Promotion of 
Membership and Fin 


discussion 


president of the Publicity Club of 
North Wales, the Marquis of 
Anglesey 

2.45 p.m. A speaker supplied 
(or briefed) by an American ad 
vertising organisation will 
describe: “How we do it in the 


“Should the 
deve.opment ) 
C, Gough (Birmingham 
Publicity Association) 
3.40 Comments and Questions 
4.10 The chairman sums up 
4.15 lea 
Fourth Session: “Some Problems 
of Education in the Clubs.” 
Wm. C. Thielé, chairman of 
the education committee of the 
Advertising Association, — will 
take the chair 
4.45 p.m. The chairman intro 
duces Geo, Worledge, a vice 
president and past chairman of 
the Regent Advertising Club, who 
will give the Conference 
4.50 “An outline of education 
problems — and 
solutions.” 
§.15 Comments and Questions 
§.45 The chairman sums up 
Evenine: Dance 
Delegates wil! be guests of a 
national newspaper 
the Grand Hotel 


Sunday 
Fifth Session: “Strenethen 

Standards.” 

10.00 am. The chairman, 
will be Frank Coulson (Publicity 
Club of Leicester, chairman of 
Advertising Clubs Conference, 
1949). 

10.10 J. B. Nicholas, a vice- 
president and past chairman of 
the Publicity Club of London, 
will spezk on advertising stan- 
dards as they affect the Clubs 
with particular reference to spon 
sored television 

10.50 The chairman sums up. 
Sixth Session “Standards 

Demand | igilane e.” 

11.00 a.m. The chairman of the 
Leeds Club will take the chair 
11.05 “What WE are doing” 
by representatives of a number 

of provincial clubs 

11.50 Comments and Questions 
on: “What more should’ be 
done?” 

12.20 p.m. The chairman 
Seve nth Session: “Stre nethe n our 

Liaison - 

3.00 p.m. A Brains Trust on the 
Clubs and Organised Advertising 
In the chair: Principal officer of 
Publicity Club of Bradford 
Question master: C. D. Rant, 
Editor, ADVERTISER'S WEEKLY 

The Brains Trust will include 
representatives of many branches 
of organised advertising tnclud 
ing . = Room. director gen 
eral, Advertising Association: 
Alan Whitworth, director, 
LS BA. Drummond Armstrong 
director, LELP.A.; E.  Luscott 


British clubs 
pian?” b 


some possible 


at a dance at 


our 


304 


Lt.-Col. M. W. Ww. HH. 
Batchelor, Confer- 
ence president. 


Eva 
branch, 1 
and past 
Publicity 
Furness, 
S.D.M.A.A 

4.30 The chairman sums up 


Tea 


Midlands 
vice-president 
Birmingham 
ion; ind W 
member, 


chairman 
A.M.A.., 

chairman 
Associa 


committee 


Eighth 
$.15 p.m. A speaker of national 
resute will discuss “The future 
of organised advertising: Par; 2.” 
5.50 Comments and Questions 
6.30 The chairman will sum up. 
Sunday Lvenine 
Delegates will be 


Session 


Wited to a 
guests of a 
"m ' ae 
leading publisher (or publishers) 


Detaris will be announced shortly. 


social function as 


Monday 

Ninth Session: Free For All. 

In the chair: The president of 
the Conference, Lt.-Col. Maurice 
W. Batchelor, supported by the 
man of the Club Develop 
ment Committee of the Advertis 
ing Association, W. H. Hamp 
Hamilton 

12.00 noon, W H 
Hamilton, chairman of 
C.D.C., will sum up 

12.15 p.m, The will 


the ( onierence closed. 


cha 


Hamp 
the 


president 
declare 


National advertisers are 
likely to be well represented 
at the Advertising Clubs’ 
Conference, Lt.-Col. Maurice 
W. Batchelor, president of 
the Conference, said in Shef- 
field this week. 

“I have always felt.” added 
Col. Batchelor, who is chair- 
man of Batchelors Peas Ltd.. 
“that advertisers themselves 
should play a greater part in 
events of this kind, for after 
all, they are the people with 
whom advertising starts. I 
therefore invite my fellow ad- 
vertisers from all parts of the 
country to join us at Har- 
rogate,. and can assure them 
that there will be much in the 
programme to interest them. 


Hamilton 
man, C.D, 


COL. BATCHELOR’S MESSAGE TO THE 
NATIONAL ADVERTISERS 
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ATE CONFERENCE 


Hamp 
chair- 


Peter Clarke first 
of the youth dele- 
Rates. 


First “Time’ 
youth delegate 
is named 


The Regent Advertising Club 
has nominated the first youth 
delegate who will visit the Adver- 
tising Clubs’ Conference under 


the sponsorship of Time maga- 
Zine, 


As announced last week, Time 
has invited every advertising club 
aihliated to the Advertising As- 
sociation to nominate one youth 
delegate, whose basic expenses 
Conierence registration, rail fare 
and hotel bill—will be defrayed 
by the magazine. 

Regent's nomination 
years-old Peter Clarke -a com- 
mittee member, and editor of the 
Club’s magazine, Revent 
Activities, Before national service, 
he was studying for a science 
degree. On discharge. he decided 
to give up science for publicity 

His first 


is »s 


idvertising 
with Alfred Bates & Son Ltd. 
whom he joined in 1951, Later 
he moved to his present position 
with Broadway Advertising Ser- 
Viee Ltd. 


job was 


ee ee 


“With a return to selling 
conditions, 1953 is advertis- 
ing’s most important year 
since the war. The days of 
space filling are over and 
every single column inch has 
to yield its quota of results. 
Ihe advertising clubs now 
span the country and there is 
a real job of work for them 
to do at Harrogate and after. 

“It is, I feel, in the interests 
of national advertisers them- 
selves, as well as the whole 
wivertising business, that 
they should associate them- 
selves as closely as possible 
with the club movement, and 
there is no better place to 
start this than Harrogate.” 
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Agency working party finds South Wales 
is a ‘man dominated’ market 


HARD TO SWITCH BRAND LOYALTY: | 


NEED STRESSED FOR MORE SALESMEN 
>OUTH Wales is “man dominated,” brand-loyal, and badly 


off for shopping facilities. 


This is revealed in a market 


survey report by a working party sent by Colman, Prentis & 
Varley Ltd. to investigate the peculiar problems of South Wales 
(i.e., Glamorgan, Monmouth and Carmarthen). 


‘Tit-Bits’ rates 


. 
gome up 

Tit-Bits, sales of which have 
risen by more than 25 per cent 
during the last six months to 
more than 900,000 copies weekly, 
is raising its advertisement rates 
from £220 to £260 per page and 
pro rata, as from the October 4 
issue. The new rate will be less 
than 6s. a thousand. 

Stuart Mander, advertisement 
director, George Newnes Ltd., 
states: 

“The demand for Tit-Bits by 
advertisers is greater than ever 
before, the volume of advertising 
carried this year having 
increased by 174 per cent 
the correspording — period 
year 


already 
over 
last 


288 bottles in 
Britvic machine 


Auger & Turner Ltd., advertis- 
ing agents for The British Vita- 
min Products Ltd., manufacturers 
of fruit and tomato juice cock- 
tails, are organising a press con 
ference to release information on 
a new Britvic patent—an auto- 
matic delivery bottle vending 
machine, which is being manufac- 
tured by the 8Sritish Vitamin 
Products Engineering Co., Ltd 

R. E. Chapman, managing 
director of Britvic, invented this 
machine in 1950 and displayed it 
at the BIF the same year Asa 
result Britvic sold £312,000 worth 
on export orders, £36,000 of 
which went to Canada 

Iwo types are being produced, 
one holding 288 bottles and the 
other 144. A wrapped straw is 
ejected with the bottle. The 
drink is kept chilled by a refrig- 
erator unit 


Ads. inside buses 


at Birmingham 


Metal holders are now being 
fitted to take the advertisements 
which shortly will be appearing 
inside Birmingham Corporation 
buses for the first time 

Already space has been taken 
by advertisers on the outside of 


the buses on 1.852 side panels, 
1.688 lower saloon rear panels 
and 35 upper rear panels 


Birmingham 
1,700 buses. 


Corporation has 


Jhree main facts emerged from 
the investigation: 

Men earn and control the 
money and have a considerabie 
influence on the way it is spent. 

The Welsh are slow to take 
up new things and difficult to 
switch from one product to 
another. They are very loyal 
once convinced 


Con.idering the size of popu- 
lation involved, the local shop- 


ping facilities are very limited 
and cover only such frequent 
purchases as groceries, ete. This 
result, in a large and regular 
influx of shoppers on certain 
days of the week into Cardiff 
and Swansea for larger items 
such as clothes and furniture, 
and for a day's outing 

Poster coverage is poor but 
cinema attendance is high 


Local press readership is strong 

but clearly defined geographic- 

atly 

Although the prosperity of 
South Wales is below the national 
average, and the percentage o 
unemployed is almost double that 


of the rest of the country, the 
area is considerably better off 
than before the war, and_ this 


prosperity is spreading through- 
out the retailing, transport, and 
entertainment fields 

The party found that, though 
there is a general increase in the 
sales of all consumer goods, pro- 
bably a large proportion goes on 
the quickly consumed 
for men. Beer, ciga 
tainment (including 
coach trips 


iuAUTICS 

rettes, enter 

hetting and 

a marked feature of 

South Wales) absorb a lot of 

money The man decides how 
® Continued on page 339 


‘ 
Gas conference 
. . 
in provinces 

The Sales and Service Confer- 
ence organised by the Gas 
Council! will break new ground 
next year. An invitation from the 
North Western Gas Board, for 
the third annual conference to 
be held in the North West, has 
been accepted and the conference 
will take place in the Flora! 
Hall, Southport, on Wednesday 
and Thursday, May 19 and 20 

The first business session is 
provisionally entitled “Gas ap- 
pliances—development, _produc- 
tion and = salesmanship.” The 
second, “Organising a sales cam- 
paign,” and the 


third session, 
“Salesman’s viewpoint.” 


Ilford stand at 
Copenhagen 
stand 


Ilford Lid., at the 
Congress of Radiology in ¢ 


This designed for 
International 
open- 
Research 


Was 


hagen, by the Design 
Unit, London, 

The stand was 
show the maximum 
radiographs in. the 
able and in a subdued light 

The central circular unit con- 
tained, in addition to the radio 
graphs, a special viewing cabinet, 
all of which were lit from behind 
by cold cathode tubes supplied 
by Watson & Sons 

The designer was Robert Gut- 
mann, assisted by Gunther Hoff- 
stead, with Hazel Braddick as 


typographer. 


designed to 
number of 
space avail- 


" 


Birth control 


books ad. in 
‘The Times’ 


A display advertisement for 
three of Dr. Marie Stopes’s books, 
published by the Hogarth Press, 
has appeared in The Times 

This reversal of The Times's 
long-standing refusal to publish 
advertisements for Dr. Stopes’s 


works followed on a meeting of 
the newly formed Press Council, 
which, approached by Dr. Stopes, 
upheld the paper's attitude. At 
this meeting, on July 21, Col. 
J. J. Astor, chairman of The 
Times, was appointed chairman 


of the Press Council 

The Times, the Hogarth Press, 
and Dr. Stopes all refuse to com 
ment on the change in policy, 

According to a Daily Express 
report, an executive of The Times 
has stated: “The decision to print 
idvertisements of Dr. Stopes’s 
books was taken before the meet- 
ing of the Press Council.” 

The advertisement was a foot- 
of-column four-inch s.c. display. 
Top half of the advertisement was 
for the collected works of Freud. 
The lower half announced “three 
important new editions” of Dr. 
Stopes’s Married Love, Enduring 
Passion, and Birth Control To- 
day 


‘TO LET’ ADS. 
Protection 


for agents 


and media 


Special protection for advertis- 
ing men acting in the course 
of their business is provided 
in the Accommodation Agen- 
cies Act, 1953, which has just 
come into force. 

The Act, which is aimed at the 
mushroom firms of house 
agents which have been run- 
ning a registration fee racket 
since the war, makes it an 
offence punishable by £100 
fine or three months imprison- 
ment to demand registration 
fees from prospective tenants, 
or to charge for the supply of 
addresses or particulars of 
houses or flats to let or to 
issue any advertisement, list or 
other document describing any 
house as being to let without 
the authority of the owner of 
the house or his agent. 


Catching the culprits 


Section 1 (4), however, provides 
that: “A person shall not be 
guilty of an offence under this 
section by reason of his de- 
manding or accepting any pay- 
ment in consideration of the 
display in a shoo, or of the 
publication in a newspaper, of 
any advertisement or notice, 
or by reason of the display or 
publication as aforesaid of an 
advertisement or notice re- 
ceived for the purpose in the 
ordinary course of business.” 

This seems (writes a legal expert) 
to achieve the object of catch- 
ing the true culprits without 
laying on newspapers (a term 
which covers periodicals or 
magazines), shopkeepers and 
advertising agents the impos- 
sible task of checking the 
credentials of everyone who 
comes along with a “To Let” 
advertisement. 


BDMAA change 


jubilee dinner date 


Although arranged several 
months ago, the date of the 
jubilee dinner of the British 


Direct Mail Advertising Associa- 
tion has been changed from Sep- 
tember 25 to Wednesday, Novem. 
ber 18 

This is due to the Council's 
desire to avoid clashing with the 
opening date of the Advertising 
Clubs’ Conference at Harrogate 
which some of its many agency- 
members wil! wish to support. 

Apart from this change of date, 
other plans for this jubilee cele- 
bration remain as already an- 
nounced dinner followed by 


dance and cabaret at the Hyde 
Park Hotel 


) ‘geeeggs 
ee rhe ne, 
cl wearer = , 
| ee | es. =1h - 
ae ; x n *. 
- oe ee | : 
ee | 
a . 
Pp 
ee 
1 Po 
a _ 


ADVERTISER'S WEEKLY 


London 


Sub-committees 
are chosen 


Composition of the various sub- 
committees of the Publicity Club of 
London was announced last week. 
They are: 

General Purposes and Develop- 
ment--Sylvia Weinberg, &. Murray 
Milne, F. W. Pembertqn, C. D. 
Rant, John Rosswickg George 
Warden. 

Programme—C. D. Rant, Mar- 
garect Mieville, Olive Hirst, F. 
Murray Milne, Dennis Mayes, 
H. R. Martin, T. F. Bishop, John 
Hewson, Ivan Luckin, F. W. Pem- 
berton, Cecil Turner, Trevor Harris, 
A. G. Reyersbach, L. W. Desbrow, 
Reg Levi, Eric Noerr, W. H. T. 
Tayleur. 

Finance--S. T. UHolmes, Ivan 
Luckin, John Rosswick, BE. C. Wolf. 

Social—J. H. A. Cocks, Candi 
Camplisson, Pat Kriss, Edith John- 
son, Allan Edney, John Rayficld, 
Robert Brandon, Temple Rosswick. 

Gala —Allan Edney, Hunter 
Fairley, A. J. Wilson, John Hewson, 
Alan Betts, Trevor Harris, Sally 
Ayles, J. H. A. Cocks, R. Fielder, 


Candi Camplisson, S. V. Court, 
Gladys Ensor. 
House — Andrew Reyersbach, 


Trevor Harris, Reg Fielder, T. F. 
Bishop. 

Membership Gladys — Ensor, 
F. W. Pemberton, Edith Johnson. 

Reception—¥. W. Pemberton, 
Sally Ayles, Rona Chapman, Joan 
Daniel, Temple Rosswick, F 
English. 


In Brief... 


Newcastle Club will include loose 
leaf sheets of specimen type faces 
in their Club magazine. . . 
Leicester Club issued with their 
magazine a questionnaire for mem- 
bers to put on record their dislikes 
and preferences concerning Club 
activities. . . . Coventry have wel- 
comed R. 4. Jephcote, P. A. Levine, 
and J. A. Chatham, into corporate 
membership. 


Hillman campaign 


The Rootes Group have intro- 
duced a Californian hard-top coupé 
on the Hillman Minx chassis. This 
is believed to be the first time a 
car in the popular price class has 
been fitted with a hard-top coupé. 

The development will be featured 
in a national campaign using the 
principal daily and Sunday news- 
papers as well as the technical press 
and illustrated weekly magazines. 
It will start towards the end of 
September. The agents are the 
Basil Butler Co., Ltd. 


Cc oronation Bonus 
The board of Benn Bros. Ltd. r 
commend a final dividend of 11 joe 
cent on the Ordinary share capital, 
as increased by the bonus shares 
issued in December last, making a 
total, with the interim dividend paid 
last February, of 15 per cent for 

the year. 

In addition, for 1953, it is pro- 
posed to pay a special Coronation 
bonus of 24 per cent. 
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prospects for tea 


FAR REACHING DECISIONS SOON 


Important decisions regarding 
Indian tea propaganda and 
marketing in this country are 
likely to be reached by the 
Indian Government soon, it is 
understood, 

The question has become increas- 
ingly important since India 
ceased last October to be a 
member of the International 
‘Tea Marketing Expansion 
Board, which runs the Tea 
Bureau and the Tea Centre in 
London. Mainstay of the 
Board is now Ceylon, which 
provides about one-quarter of 
the tea imported into Britain. 

In view of the overwhelming im- 
portance of the British market 
to India of India’s annual 
production of £650 million 
worth of tea, Britain takes 
about £450 million—-a decision 
on marketing and propaganda 
cannot be long delayed. 

Unofficially investigating plans 
for India Yea Board propa- 
ganda in this country has been 


S. K. Bose, managing director 
of the Press Syndicate Ltd., 
Calcutta and Bombay, who are 
the Board's advertising agents 
in India. 

Mr. Bose js a former vice-presi- 
dent and founder member of 
the Advertising Association of 
India and a member of the 
joint committee of the Indian 
and Eastern Newspaper Society. 

A choice confronting — India’s 
Ministry of Commerce is 
whether to conduct their own 
propaganda and marketing 
Operations or appoint advertis- 
ing agency. representation. 
Some form of  rapproche- 
ment with the Ceylon tea in- 
terests is also possible 

In the U.S. and Canada, collec- 
tive propaganda 1s conducted 
by tea councils on which the 
leading tea-producing countries 
are represented and which are 
partly supported by the tea 
trade. 


aes 


A group photograph taken on the shores of Lake Windermere last Sunday 
on the occasion of a day's outing enjoyed by the joint advertisement repre- 


sentatives staff of the 


“Daily Dispatch” and 


“Evening Chronicle,”” Man- 


chester. 


BIRMINGHAM TO 
RUN A COURSE 
ON PACKAGING 


Birmingham will be the first 

ublic authority to run an even- 
~ educational course in pack- 
aging. 

Sponsored by the Institute of 
Packaging, a course entitled “The 
Practice of Packaging” will be 
held at the Birmingham College 
of Commerce on Wednesday 
evenings, September 30 to Decem- 
ber 9 

Subjects and speakers for the 
first meeting will be: “Packaging 
in relation to trade,” by G. H. M. 
Rosam, overseas manager, Parnall 
(Yate) Ltd., and chairman of the 
Institute of Packaging: and 
“This Modern Science of Packag- 
ing.” bv J. E. Evan Cook, M.P., 
joint’ managing director, Evan 
Cook Packers Ltd., and chairman 
of the Institute’s education com- 
mittee. 


New spaces in 
‘News Chronicle’ 
“Earpiece” advertisements will 
be introduced on the back 
page of the “News Chronicle” 
on August 31. Sized 7/8 in. 
by 2} in., they will be jet 
separately at £20 each. 


Innoxa increase 
1954. appropriation 


Innoxa (England) Ltd. are plan- 
ning an increased appropriation 
for 1954, with which selected lines 
will be starred. The present 
Innoxa campaign in women's 
magazines is continuing and the 
agents, Osborne-Peacock Co, Ltd. 
have just started to operate an 
autumn scheme for Solution 41. 
White Mask facial tonic, men- 
tioned in ADVERTISER'S WEEKLY 
on July 30, is not, as was stated, 
a new product but has been on 
the market for several years. 
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Indian ad. chief checks on marketing — 
Club News 


Application for new 


ad. station 

William Wrigley & Sons have 
submitted an outline application 
to Oldham Corporation plans 
sub-committee for permission to 
use the site of Wallshaw House, 
Mumps, Oldham, for a modern 
type of advertising station if the 
present buildings are demolished. 
Permission has been granted, sub- 
ject to approval of the proposed 
advertising station. 


Ads. on their 


book-marks 

Book-marks bearing commercial 
advertisements are to be issued 
by Finchley’s three public 
libraries, 

Competitive offers from local 
tradesmen are being invited. 

For example, a list of books on 
home decoraling on one side of a 
book-mark would be backed by 
an advertisement from a paint 
and wallpaper shop; a seedsman 
would be invited to take space 
on a book-mark listing gardening 
books. 


. * . . 
Lighting inquiry 
Representatives from houses 
covering almost every aspect of 
the hairdressing trade co-operated 
with lighting experts in an inquiry 
into salon lighting problems re- 
cently staged by Hairdressers’ 
Journal at the electric lamp in- 
dustry’s centre, the ELMA Light- 
ing Service Bureau in London. 

Extensive tests, it is claimed, 
have resulted in the formulation 
of a lighting prescription which 
gives results far superior to any 
seen before. 


False economy 

“Many firms believing them- 
selves to be well established 
have dropped advertising to cut 
costs only to find they have cut 
their own throats,” wrote Jerry 
S. Reid in the Glasgow Evening 
Times. 

“The value of advertising to 
the public ts the increased quality 
in goods. The public are not mere 
animals conditioned by reflexes. 
they know that a well-advertised 
product is better than some ob- 
scure product produced in a 
flight-by-night junk factory.” 


‘Expression’ 

William Press & Son Ltd.. 
London, civil engineering and 
public works contractors, have 
produced a house magazine, 
Expression. Main emphasis is 
social. At present it is being 
issued bi-monthly, but it is hoped 


to make it monthly later. It does 
not contain advertisements. 
Electrical Press Ltd.. Maiden- 


head, are the printers. 
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Launderers offered a collective plan for 


local advertising 


OFFICIAL BACKING FOR MEMBER:s’ 
SALES PROMOTION SERVICE 


A complete scheme for collective loca] advertising by its 
members, produced by the Institution of British Launderers, 
includes the supply of specially designed press advertisemw nts 
and of slogan and motif blocks, direct mail leaflets, posters, 
cinema slides, window bills, and poster stamps. 


This is one of many blocks avail- 
able to launderers. 


Showmanship 
contest results 


Awards in this year’s national 
film showmanship competition, 
sponsored by the Kinematograph 


Weekly, were announced last 
week, 
The challenge shield for the 


best showman during a_ twelve 
months period goes to D. R. 
Williams, manager of _ the 
Gaumont, Preston, one of the J. 
Arthur Rank cinemas, Second 
place is taken by G. N. Keith, 
assistant manager’ of the Savoy, 
Wandsworth, on the Associated 
British Cinemas circuit, with the 
third place being secured by A. 
Rowan, manager of the Plaza. 
Bradford, which is one of the 
smaller groups of cinemas on the 
Star circuit. 

During the year 731 cinema 
managers entered this contest, 
the only one of its kind in the 
world. 

Over 12,000 individual sales 
campaigns were carried out by 
managers as a result of the en- 
couragement of this Kine contest. 
More independent cinemas took 
part than before—double the 
number of last year. 


Change in papers’ 
representation 


Owing to the growth of his other 
business interests, James Watts, of 
W. J. Watts & Son, has, at his own 
request, relinquished the London 
advertisement representation of the 
Bognor Regis Post series, The Irish 
Catholic, Isle of Man Examiner, 
and Manx Green Final. 

The partnership of W. J. Watts 
& Son. will, therefore, cease on 
August 31, 

As from September 1, Will 
Kitchen Jr. Ltd. will represent the 
Isle of Man Examiner and Manx 
Green Final. John C. Mactavish 
will represent the Bognor Regis Post 
series and The Irish Catholic. 

Mr. Watts states that while he 
regrets his complete break with the 
space-selling side of the business. 
he has elected voluntarily to give all 
his time to his interest as an artists’ 
agent and London representative of 
Tricolour Art Ltd. 


A brochure sent to all mem- 
bers explains that the scheme will 
enable members in each section 
of the institution to co-operate 
in paying for spaces in their local 
newspapers, thus enabling them 
consistently to feature large ad- 
verlisements appealing to poten- 
tial customers, at very hittle cost 
to each participating member. 

As an example of the cost, the 
brochure refers to a space in the 
Birmingham Post, 8 in. across 
three columns, inserted once 
weekly over 13 weeks, Total cost, 
including blocks, would be £410 
and, if 30 members participated, 
the cost to each member for 
three months would be approxi- 
mately £13 13s, on this paper. 
“Or alternatively the cost could 
be shared on a proportional basis 
according to the size of each 
laundry participating.” 

Using the campaign slogan 
“The Laundry takes Care of it 
all” the advertisements urge the 
housewife to “free herself from 
the drudgery of washing, rinsing, 
wringing, drying, and ironing.’ 

The brochure reproduces the 
advertisements and other publi- 
city materia] available and con- 
tains application forms on which 
members can specify quantity 
and types of material desired. 

The brochure and the adver- 
tisements have — prepared by 
Wilcox & Co., Ltd., the Institu- 
tion's advertising agents. 


What they are 
being told 


In the brochure describing the 
scheme launderers are told 

@ /f you are already advertising 
locally in some form = or 
another the services you offer, 
this collective —_ advertising 
scheme would give most valu- 
able support to your own ad- 
vertisements. 

@ Home washing by 
“miracle” 
domestic 
etc., is 
laundry 


so-called 
detergents and 
washing machines, 
competing with the 
service. But modern 
laundries can offer the only 
complete washing service to 
the housewife. 

@ Sales aids link up with the 
theme of the press advertising 
campaign and are an essential 
part of the whole scheme. 

@ While consistent advertising 
will undoubtedly help to in- 
crease business it can only 
continue to do so providing 
every member gives the public 
the high standard of service 
claimed in the advertisements. 


Therefore, encourage your 
employees to take the maxi- 
mum interest in their work, 
Tell them all about the cam- 


paign and how increased and 
better production can benefit 
each and every one in the 
_ industry. 


FIVE BIG JOBS: 


Am: vom 
t \ 
e - ‘ 


Send the large things 
and the small... . 


THE LAUNDRY 4%, 
TAKEN CARE 
OF TEAL 


One of the collective advertisements 
for members of the Institution of 
British Launderers. 


NECK TO MATTER 


“It is ideas time in the men's- 
wear world,” wrote Norman 
Longmate in the Daily Mirror. 

“The brightest one is that men 
who wear ties decorated with 
funny stories or pin-up pictures 
should be persuaded instead to 
hire out the space for advertis- 
ing. If the idea does catch on, 
you may one day be paid to wear 
a tie!” 


Hatters’ survey 
Eighty-three pe 


er cent of Glas- 
gow women onan their men to 
wear hats, according to a survey 
held by the Hatters’ Information 
Centre. 

A surprise result of the sur- 
vey, according to the hatters, was 
that only 40 per cent of the 
women questioned would like to 
_ See brighter coloured men’s hats 


Miles Griffin issuing licences to overseas printers 


Miles Griffin, makers of 
Rotairs, the advertising 
“mobiles,” have appointed 
licensees in many European 
countries and more than 
250,000 Rotairs are now in 
production overseas. 


People in Denmark are now 
seeing Rotairs for Omar mar- 
garine and Toms chocolate, and 
Gillette Razor Blade Rotairs are 
now appearing in shops all over 
Italy. 

Geoffrey Rossiter, managing 
director of the Miles Griffin Co.. 
states that. rather than conduct 
an unwieldy operation from 
London, he and his co-director. 
David Whately, decided to take 
advantage of the world-wide 
patents governing their method 


of manufacturing Rotairs and to 
issue manufacturing licences to 
printers in 


They 


various countries. 
have already been issued 


= 
<> 


ww) 


a 
Made under licence from Miles 
Griffin, this Gillette Rotair is now 


appearing in shops all over Italy. 


in Italy, Switzerland, Austria, 
Belgium, France, Holland, Nor- 
way, Sweden, and Denmark; and 
negotiations are being completed 
for other countries, including the 
U.S.A. While licensees are free 
to meet the productive needs and 
requirements of their individual 
clients, close design and technica! 
liaison will be maintained 
throughout the international net- 
work, 


Mr. Rossiter stated that the 
Miles Griffin business has been 
built up in the U.K. on a public 
relations campaign carried out by 
Voice & Vision. coupled with a 
direct mail approach developed 
by Miles Griffin themselves. 
Their first big advertising cam- 
paign starts in the autumn 

Rotair designs have met with 
so much aporoval, Mr. Rossiter 
claims, that some of their clients 
are now planning to adapt them 
to other media, 
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ADVERTISER'S WEEKLY 


: Appointments to boards of 
Northcliffe Group companies 


J. T. Paterson 


Appointments to the boards of 
three Northcliffe Newspapers Group 
companies are announced. 

. T. Paterson, general manager 
of the Hull Daily Mail-—a position 
he has held for the past six years 
becomes a director of Hull & 
Grimsby Newspapers Ltd. His 
earlier service was with Bristol 
Evening World, Grimsby Evening 
Telegraph, South Wales Evening 
Post and Lincolnshire Echo. 

General manager of the Evening 
Sentinel, Hanley, and the Stafford- 
shire Weekly Sentinel for the past 
three years, A. R. Austen now joins 
the board of Staffordshire Sentinel 
Newspapers Ltd. He was formerly 
with the Leicester Evening Mail and 
the Derby Evening Telegraph and 
at Grimsby. 

George Smith joins the Lincoln- 
shire Publishing Co., Ltd., board. 
Mr. Smith has been manager of the 
Lincolnshire Echo for six years. His 
earlier service with the Group was 
at Newcastle, Bristol, Leicester and 
Huil. 

7 * * 


L. B. Singleton, acting managing 
direcwor, and Mrs. Kellard, secre- 
tary, have resigned from the 
General Advertising Co. of London 
Ltd. G. C. Davidson, previously 
assistant secretary of the Glaxo 
Laboratories Lid., has joined the 
agency as secretary and assistant to 
the chairman, Maurice Keating. 


23 years with Newnes 


William Rimmington, for more 
than 23 years on the staff of George 
Newnes Ltd., and an advertisement 
representative on Woman's Own for 
many years, retires at the end of 
this month. 


* * * 


Francis Neate relinquishes the 
management of the National Needle 
Arts Bureau on August 31 to take 
up another appointment. He will 
be succeeded by F. G. Lyall, who 
is now planning Sewing Week and 
the National Sewing Contest 1954. 
Pamela Willoughby continucs as 
the Bureau's press officer. 

* * * 

H. Humphries, who has been em- 
ployed as a window dresser with the 
Birmingham Co-operative Society 


Lid., drapery department, for the 


A. R. Austen 


George Smith 


| last 16 years, has been appointed 
to the new position of display 
supervisor. Mr. Humphries, who 
has given lectures for the City of 
Birmingham education department 
in many parts of the Midlands, 
worked in display with Lewis's for 
15 years before joining the Co- 
operative Society. 


Patra officer for 
Bank of England 


R. G. W. Croney, for many years 
in charge of letterpress research at 
the Printing, Packaging and Allied 
Trades Research Association, 1s 
leaving at the end of September to 
take up a post with the St. Luke's 
Printing Works (Bank of England). 

* * * 

H. F. Ruston has been elected 
vice-chairman of the Printing Trades 
Alliance. He is governing director 
of Jackson, Ruston & Keeson Ltd., 
and chairman of L. J. Cann & Co., 
Ltd. 

* * * 

Peter W. Flower has been ap- 
pointed editor of National Post, 
house magazine of the National 
Cash Register Co., Lid. The pre- 
vious editor was John P. Wynn, 
who, as announced last week, has 
left the company to form his own 
public relations organisation. 

* * 


* 

Eamonn Andrews, TV and radio 
commentator, was best man at the 
wedding in Dublin of Miss Dympna 
Traynor, 22-year-old daughter of 
Mr. Oscar Traynor, Ireland's 
Minister for Defence, and Dermod 
Cafferkey, 27-year-old advertising 
executive. 

* 


* * 

A dartboard that flashes an adver- 
tising message whenever a bull 1s 
scored has been evolved by Donald 
Barrington-Hudson, public relations 
executive. Inquiries have been re- 
ceived from a number of breweries 
and soft-drink firms. 

* 

Peter M. Owens, director and pro- 
duction manager of Domas Ltd., 
Dublin, is to be married next monto 
to Miss Nora O'Meara. 

* * - 

Miss Goldie Silver, assistant 
space buyer at Auger & Turner 
Ltd. for over three years has be- 
come engaged to Solomon Lancet, 
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Galaxy of talent for the 
‘Two Freds’ match 


P. S. M. Auld and H. H. L 
Gibbons will once again cap- 
tain the Advertisers and Agents 
and the Press and Print teams, 
respectively, at this year’s 
“Two Freds” cricket match in 
aid of N.A.B.S. which takes 
place at Hurlingham on Wed- 
nesday, September 9. They 
announce that their teams will 
be selected from the following: 


Press and Print team 

H. H. IL. Gibbons (Berrow’s 
Newspapers Ltd.), captain; Col. 
J. W. A. Stephenson (Life Inter- 
national Ltd.); A. S. Black (The 
People's Friend—T. B. Browne); 
P. F. Ballance (The Queen); P. 
Auster (Reader's Digest); J. P. 
Clayton (Kemsley Newspapers 
Ltd.); P. Nicholas (Daily Tele- 
graph), P. Westerman (Fine Art 
Engravers Ltd.); M. Banks (Sport- 
ing Life); M. J. A. Walters 
(Kemsley Newspapers Ltd.); A. J. 
Hockley (Argus Press Ltd.); V. 
Jenkins (News of the World); 
Hugh Wilson (Blandford Publica- 
tions Ltd.); P. Thompson (The 
Permo Co., Ltd.) 
Advertisers and Agents team. 

P.S. M. Auld (Auld & Tilbury 
Ltd.), captain; V. C. Geeson 
(Dudley Turner & Vincent Ltd.); 
F. H. Bernard (S. H. Benson 
Ltd.); J. Anthonisz (Lambe & 
Robinson Ltd.); H. W. Louis 


(Charles Barker & Sons Ltd.); R. 
Lyall (Samson Clark & Co.); J. H. 
Clark (Erwin Wasey & Co., Ltd.); 
W. G. Barney (E. W. Barney 
Ltd.); S. Colyer Johnson & John- 


‘Queen’ Pat 


Patricia Sullivan, receptionist at 
Auger & Turner Lid., presented with 
her badge of office, as Queen of the 
Fair for Richmond and Twicken- 
ham, by Elizabeth Allan. 
(See Mainly Personal, page 336) 


* * * 

The Hon. Gerald Vane, who re- 
cently redesigned the broadsheects 
displayed on London Choice Ltd.'s 
information stands, has assumed the 
position of art director with Rowse, 
Muir—specialists in cartography and 
book production. 

* * * 

Edward Chattaway, who joined 
the London Star in 1899, edited it 
from 1930 to 1936, and was director 
of the News Chronicle and Star 
newspapers from 1932 to 1946, 
was honoured on his 80th birthday 
by a dinner given by old friends 
and colleagues. Lord Layton pre- 
sided. 


son (G.B.) Ltd.); G. Pank (Cour- 
age & Co, Ltd.); J. A. P. Watt 
(Pritchard Wood & Partners); 
J. C: R. Waterhouse (Clifford 
Bloxham & Partners); H. A. B. 
Lee (Rumble, Crowther & 
Nicholas Ltd.); S. A. Stock 
(Erwin Wasey & Co., Ltd.). 

Both the captains and _ the 
match committee thank the many 
cricketers who offered to play. 
The response, though it made 
selection difficult, was further 
evidence of the enthusiasm this 
event has aroused in advertising 
and publishing circles. 


Gifts for the Auction 


Harold Fish anounces that the 
following firms have generously 
sent gifts for the auction which 
takes place after the match: 

Abdulla & Co., Ltd. (W. Sim- 
mons); Aladdin Industries Ltd. 
(R, J. Imber); Angier Chemical 
Co., Ltd; Biro Swan Ltd. 
(E. J, G. Fenn); British Celanese 
Lid.; British Feeding Meals Co., 
Ltd. (J. Beharrell); Brand & 
Co., Ltd. (G. E. Frith); Calico 
Printers Association Ltd, (S. J. 1. 
Battersby); Carreras Ltd.; Choco- 
late-Menier (R, Coleman); Dear- 
born (Miss N. Hewland); Dim- 
plex Ltd. (E. J. Wade); Duraglit 
Ltd; Emu Wine Co.,Ltd. 


(R. S. Q. Williams); Mark 
Fawdry Ltd; Gallaher Ltd; 
Ingersoll (Sales) Ltd. (Frank 


Edwards); Innoxa (England) Ltd, 
(Robt. A, Lodge); John Jameson 
& Son Ltd.; Kayser Bondor Ltd. 
(Miss Doris Blackmore); Kleen- 
e-Ze Brush Co., Ltd. (W. H. 
Long); Lever Brothers Ltd. 
(A. H.C. Hill); Litthewoods Pools 
(Bert Ayres); J. Lyons & Co., 
Ltd. (J. W. Richards); John 
Mackintosh & Sons Ltd, (C. M. 
Watt); Marmite Food Extract 
Co., Ltd. (K. S. Farson); Mayfair 
Advertising Ltd.; Pathescope Ltd. 
(P. Joslin); Peek, Frean & Co., 
Ltd.; Pepsodent (Sales) Ltd. (E. A. 
Corcoran); Philips Electrical Ltd. 
(E. M. Skipper); Pond’s Extract 
Co,, Ltd.; Pratt’s Advertising Ltd. 
(Edwin H. Burn); D. Sebel & Co., 
Ltd. (D. Sebel); Shell-Mex & 
B.P. Ltd. (E. Braithwaite); St. 
Andrew Mills Ltd.; John Skelton 
& Son Ltd. (lan Taylor); Spicers 
Ltd. (Graham Donaldson); Smiths 
English Clocks Ltd. (W. A. Lane); 
Suchard Chocolate Ltd. (M. R. 
Rakusen); Tanqueray Gordon & 
Co., Ltd.; Tate & Lyle Limited; 
Vacuum Oil Co., Ltd. (E. H. P. 
Bancroft); Walter's “Palm” 
Toffee Ltd. (A. B. Walters); 
Waterman Pen Co., Ltd. (C. A. 
Clode); Watney, Combe Reid & 
Co., Ltd. (E. C. Handel); H. S. 
Whiteside & Co., Ltd.; Wilkinson 
Sword Co., Ltd. (Miss E. Davis); 
J. Wix & Sons Ltd, (S. Wildman); 
Wrigley Products Ltd. (C. B. 
Saunders); Yardley & Co., Ltd. 
More gifts are arriving daily. 
There is still time to send. Parcels 
should be addressed to Harold 
Fish at the Ludgate Circus 


Garage, Seacoal Lane, E.C.4. 
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eee and one person in three 


reads the 


Sunday Pictorial 


every week 


Every week one family out of every three 
in Great Britain reads the Sunday Pictorial. 
For, with an average net sale of 5,262,856, 
the Sunday Pictorial goes into millions of homes 
all over the country. It is read by every 
adult member of the family on the best 
advertising day of the week—the day they have 
time to read advertisements at leisure, and 
sales messages sink in. Space in the 
Sunday Pictorial is exceedingly economical too. 
Compared with 1939 its square inch per 
thousand rate has increased much less than 


that of any other Sunday newspaper. 
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Morcream Product van with moving 
alf. 


¢ 


FOUR LEGS ON 
FOUR WHEELS 


A moving mode] of the Mor- 
cream calf-—the trade mark com- 
posed of two ice cream cups 
with spoons for legs and horns 
is to be seen on top of the new 
advertising division van of Mor- 
cream Product Ltd., ice cream 
manufacturers, of Tipton. 

Made of 18 gauge zinc coated 
sheet metal, the model is rust- 

roof and weatherproof. ‘The 

rns, ears and tail are made of 
beech and the whole is hand 
painted. The “head” cup, hinged 
on to the rear cup with a back 
flap hinge, is spring loaded in 
balance so that it moves on the 
slightest vibration. The tail is 
mounted on a pin which is in turn 
fixed to a roller race bearing 
housed in the lid. The sides of 
the van show illustrations of cur- 
rent Morcream lines, 

Designed and made by T. 
Davies & Son (Decor) Ltd. of 
Dudley, the calf was the idea of 
Pat Pioli, advertising director of 
Morcream., 


Buyers’ guide to 


plastics materials 


A new buyers’ guide to plastics 
materials has been published by 
the British Plastics Federation 
to help home and overseas buyers 
generally. 

While not exhaustive, this 44- 
page octavo booklet, bound in a 
clear white cover with green 
lettering, is claimed to cover all 
the more important plastics 
materials produced in Great 
Britain. The actual cover is lam- 
inated with a thin sheet of cellu- 
lose acetate—a plastics usage 
which ensures that the cover will 
keep permanently clean and with- 
stand considerable handling. 

Each of the 17 sections has a 
note of the more important uses 
of the material concerned, the 
names and addresses of the mem- 
ber-firms supplying it, and the 
trade names used. All are indexed. 
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New edition of Standards Judges for box 
Code lists changes 


ATEST edition 


of the British Code of Standards relating to 


the advertising of medicines and treatments has extended 


some bans and relaxed others. 


Advertisements offering to 
diagnose or treat complaints or 
conditions by hypnosis are 
banned. 

Complaints for which medi- 
cines, treatments, products or 
appliances may not be advertised 
now include: carbuncles; 
psoriasis—except where the refer- 
ence is confined to rejief from 
the effects of the complaint; and 
whooping cough—except where 
the reference to whooping cough 
appears only on labels or in 
literature issued with the product, 
and is limited to offering the pro- 
duct for alleviating the symptoms. 

On the other hand, the previous 
prohibition upon all advertise- 
ments relating to slimming has 
been modified so as to permit the 
advertisement of diet courses and 
articles used for physical exer- 
cise Or physical exercise courses. 
But the prohibition upon medi- 
cinal products for slimming 
remains. 

The ban on advertioomants for 


Display pieces for three Brown & Polson products 
custard powder and “patent” 


the treatment of varicose veins 
has been mod, fied—elastic hosiery 
may now be advertised provided 
it does not claim that the product 
has any beneficial cflect on the 
condition. 

The joint advertisement com- 
mittee of the Newspaper Society 
and the Newspaper Proprietors’ 
Association advise that agents 
seeking space for the advertising 
of any new proprietary medicine, 
should refer the product, its 
literature, and the proposed ad- 
vertisement to the committee for 
investigation. This procedure, it 
States, may avoid considerable 
subsequent trouble and expense. 

Organisations approving and 
supporting the Code, in addition 
to the N.P.A, and the Newspaper 
Society, are: Periodical Pro- 
prietors’ Association, Proprietary 
Association of Great Britain, Ad- 
vertising Association, Incorpor- 
ated Society of British Adver- 
tisers, and the Institute of Incor- 
porated Practitioners in Adver- 
tising. 


Brown 
«A 1" rise mi 


flavoured cornflour 
cornflour. 


DISPLAY APPEAL TO CHILDREN 


Summer-to-autumn dis play 
pieces designed for Brown & 
Polson Lid., by their agents, 
Masius & Fergusson Ltd., have a 
strong appeal to children. 

The “Pantry Deor,” which has 
appeared in Brown & Polson 
“Table Talk” advertising, is now 
available as a three-dimensional 
showcard, primarily for window 
display. With yellow background 
and lettering in red and black, it 
carries the message: “Open the 
door to enjoyment—Stock up now 
with Brown & Polson.” It was 
designed with an eye to the neces- 
sity for packing the three pro- 
ducts into a small space. 


The follow-up is a set of three 
rabbits for use as counter displays 
for three  products—flavoured 
cornflour, custard powder and 
“patent” cornflour. Each is de- 
signed to fit one particular pro- 
duct and each rabbit carries its 
own selling mnseenge. 


design contest 


Judges for the British Paper 
Box Design Contest are: 

Design: Milner Gray (Design 
Research Unit) and Kenneth 
Holmes (principal, Leicester Col- 
lege of Art), Advertising Asso- 
ciation: Wm. W. J. Studd (direc- 
tor, Illustrated Newspapers Ltd.). 
Rigid box construction: A. G. 
Wright (formeriy managing direc- 
tor (retired) of Wright Bros. Ltd., 
boxmakers). Folding box con- 
struction: E, Traves (late 
works manager, John Horn 
(England) Ltd.). Retailer: A 
merchandise buyer from 
Selfridges Ltd. Consumer: Miss 
OQive Jones (editor of The 
Lady). 

Organised by the British Paper 
Box federation and the British 
Carton Association, in co-opera- 
tion with the Council of Indus- 
trial Design, the Society of 
Industria] Artists, and the Insti- 
‘tute of Packaging, the contest 
will be judged on October 1. It 
is hoped that a public exhibition 
of the successful packs will be 
arranged during the week of 
October 19. 

The contest will be rounded off 
by a dinner and dance at Gros- 
venor House on October 23. Chief 
guests will be Brigadier Macke- 
son, H.M. Secretary for Overseas 
Trade, and Sir Norman Kipping, 
director, Federation of British 
Industries. 


‘TOMATO’ WEEK 
TO BOOST SALES 


In order to stimulate the sale 
of tomatoes in Glasgow and the 
West of Scotland, growers, whole- 
salers, and retailers in the area 
are co-operating with the Tomato 
and Cucumber Marketing Board 
in the Promotion of a “Tomato 
Week 

“Tomato Week” is _ being 
backed up by press advertising 
2nd shop window displays. The 
public are to be invited to visit 
tomato-growing areas in the 
west, and a press visit has also 
been arranged. The campaign 
follows a similar venture at 
Aberdeen last year, and may be 
repeated in other Scottish dis- 
tricts next year. 


Headlines set by contact photography 


A new portable type composer 
which produces sharp headlines 
on photo-sensitive paper by 
means of contact photography 
has been developed in America. 

Details of the machine are 
given in a recent issue of Printing 


Abstracts published by Patra. It 
is stated that headlines can be 
produced in a wide range of type 
faces in sizes from 144 point to 
10 point or smaller and that at 
least 12 fonts can be contained 
in One master film magazine. 
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THE SUNDAY T' MES 


two Audited Net Sales 


important 


announcements 


Jan-June a Dec Jan-June 


THE 


SUNDAY TIME 


1952 52 1953 


THE GRAPH SHOWS GROWTH. Since the beginning of the year the sale of 
The Sunday Times has increased month after month. The audited net sale for the six 
months ended June 30, 1953 was 531,566 copies per issue compared with 495,300 for 
the corresponding period last year—an increase of 36,266 copies per issue, 


SUNDAY TIMES 


Advertisement Department 


GROWTH DEMANDS EXPANSION. 
From Monday, August 31st, the Advertise- 
ment Department will operate from larger 
and more centralised offices at the head- 
quarters of The Sunday Times, KEMSLEY 
HOUSE, LONDON, W.C.1, Telephone : 
TERminus 1234. From this date all orders, 
copy, blocks and inquiries should be 
addressed to the Advertisement 
Department, THE SUNDAY TIMES, 
KEMSLEY HOUSE, LONDON, W.C.1. 
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NOTHING TO FEAR 


Advertising has nothing to fear 
from the Merchandise Marks 
Act, 1953, when it comes into 
operation next February. 

No reputable advertiser tries to 
sell his products by false or 
misleading descriptions. Ethics 
apart, he knows that in the 
long run such tactics do not 
pay. Sales can only be built 
up by repeat purchases from 
satisfied customers who have 
proved the validity of advertis- 
ing claims. 

For the catchpenny advertiser 
who lies to get a quick profit, 
no tears need be shed, He is 
a discredit to advertising, and 
it is to its good that he should 
be drastically dealt with. 


TIME TO STEP UP 


People are spending less on 
drinks, smokes and entertain- 
ment, reveals a Government 
survey. 

With necessities such as food, 
clothing and household goods 
again available in comparative 
abundance and variety, this 
trend was to be exnected. But 
it cannot be taken lying down 
by the advertisers who must 
obviously be losing business. 
They must fight for a bigger 
share of public spending 


money. 

When sales fail is the time to 
advertise more and to advertise 
more skilfully. Only by bold 
sales promotion can adverse 
sales trends be halted and 
reversed. For advertising has 
changed spending habits in the 
past, and can do so again. 


HELPFUL OFFER 


Agents handling the advertising 
of new proprietary medicines 
and treatments have on occa- 
sion experienced delay and in- 
convenience because their copy 
has been found inadvertently 
to infringe the Code of Stan- 
dards, 

Such aggravation can be avoided 
if in future they take advan- 
tage of a very sensible sug- 
gestion made by the Joint 
Advertisement Committee of 
the N.P.A. and Newspaper 
Society. This is that agents 
seeking space should first refer 
the vroduct, its literature, and 
the proposed advertisement to 
the Committee for investigation. 

The Committee has made a con- 
structive and helpful offer. 
Agents will benefit if they res- 
pond in the same spirit. 
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HE man who can sell a new 

brand of toothpaste on a 
market already “saturated” 
with competitive lines, is not 
selling toothpaste at all—he is 
selling an idea . . . the idea that 
his particular method of clean- 
ing the teeth is better than all 
others. 


If the idea is good, and the 
product is good, the sales will go 
on repeating, because those who 
are pleased tell their friends. 

If you will admit that premise, 
then you are well on the way to 
getting rid of a lot of cloudy 
thinking about propaganda and 
publicity. And you begin to 
think in terms of “sales-talk.” 

Here is an excellent touchstone 
by which to judge almost any- 
thing which is put before you—is 
it good = sales-talk? Advertise- 
ments, posters, showcards, films, 
ali these are (or should be) “sales- 
talk”—as is the well-designed 
pack. Indeed, very important 
this last. because the talking is 
done at the point of sale, as our 
Transatlantic friends so well 
know. 

But all this striving, from the 
factory, through the sales depart- 
ment, and the advertising agency, 
down to the point of sale is really 
directed to one end— that mem- 
bers of the public should try the 
goods, like them, and tell their 
friends. 

Members of the public, we 
wrote, not “the public,” mark 
you. There, in a small way, is 
cloudy thinking betrayed by the 
words you use, For the public is 
not some vague monster classi- 
fied in sections, but each member 
of it is, as they say so realistically 
in the west country, a “t’other 
me.” 

You will find your members of 
the public classified, checked, 
cross-checked and added up in 
their groups, in books, in re- 
search surveys, in your sales 
director's files or those of your 
advertising agents. 

And when you have gone 
through these statistics on your 
sales areas, have you found out 
how the units behave? Have you 
found out who meets whom in 
the markets of Keighley, of 
Cradley Heath, or Weston-super- 
Mare, or London's Highgate? 
Have vou found out how they 
shop, how they talk, how many 
praise or decry this product or 
that to a neighbour? 

Have your found out how, in 
effect, Sally Brown is behaving? 

For remember, every big town 
is a collection of villages round a 


hy. 


oy 
Geolirey Warren 


director 


W. S. Crawford Ltd. 


core of big business and a 
fashionable shopping centre 
villages in essence. You don’t 
agree? Then how does one “run 
out to the shops for a few 
minutes” as against “going up 
West for the day?” 

Think a moment, and you will 
realise that in Bloomsbury as in 
Moss Side, there are little streets, 
each containing butcher, baker, 
grocer, cobbler, ironmonger and 
small-time draper—a village High 
Street, a shopping and chatting 
centre for a populous district with 
every shop full of local news and 
well-known faces. 

And there you find Sally 
Brown. Tens of thousands of 
her in all her different classes 
always ready to tell acquaintances 
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Wat Sales talk to build loyalty 


of new “finds” or old habits—al- 
ways ready to learn from a friend 
why she buys this and that... . 
in short, to recommend your 
goods. 

So, study the manner of your 
sales-talk as much as the matter 

remembering that you are mak- 
ing a bid for popularity, that you 
want to build loyalty in the public 
heart for years to come. 

For, gentlemen all, you mer- 
chant adventurers of the newer 
age, you succeed finally by re- 
commendation. 

(P.S.-Is this a grievous decry- 
ing of the keen brains in confer- 
ence, the agonies of copy and dis- 
play men, the mountain of expen- 
sive technical labour to produce 
the mouse of Sally Brown's 
approval? 

Then remember, it takes three 
gruelling weeks in savage arctic 
weather, aboard a £65,000 trawler, 
to produce the tenpenny piece of 
cod on your fishmonger’s slab. 

In short, the job must be well 
done to succeed, and if it is well 
done, the effort is worth it.) 


_Jo-morrows TOPIC. 


@ Some companies specialising 
in self service are trying to 
buy cinemas, where show 
business does not pay. They 
consider the premises could 
be converted into good self 
service stores. 


@ Bottling and distribution of 
Seven-Up will start soon in 
the West country. The aim 
is national distribution by 
next summer. 

®@ In an all-out drive to capture 
a bigger share of the dry 
goods market the Co-opera- 
tive movement plans to 
intensify advertising of 
umbrellas, blankets and 
sheets, paints, varnishes and 
brushes. These goods have 
been chosen fer their first 
experiment in co-ordinating 
retail society demand. 


@ Changes in the dollar spend- 
ing policy of the Irish 
Government may follow 
publication of the report of 
a team of United States 
experts who rate as slight 
the chances of Irish ex- 
porters to take more of the 
American market. 


@ The Confederation of Ship- 
building and Engineering 
Unions—to which 38 trade 
unions are affiliated—is to 
launch a_ public relations 
campaign to create sym- 
pathy and support for their 
15 per cent wage claim. 


@ Ink manufacturers are ex- 
perimenting with an _ elec- 
tronic device by which the 
ink “jumps” across a gap on 
to prepared paper. 

© Competition among radio 
and television set manufac- 
turers will centre round the 
production of new models. 
One firm will launch 14 this 
autumn. 


@ Increased use of synthetics 
and plastics in both men and 
women’s wear in America 
is likely to spread here 


rapidly. It will mean new 
copy angles, selling tech- 
niques—and heavy cam- 
paigns. 


@ West country jewellers are 
facing increased competition 
from itinerant salesmen. 
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INSTITUTE OF 
INCORPORATED PRACTITIONERS 
IN ADVERTISING 


ADVERTISER'S WEEKLY 


IMPORTANT NOTES FOR STUDENTS 


1. REGISTRATION 


In order that the Institute can help prospective candidates 
for the examinations at the earliest possible date, students are 
asked to register with the Institute. A fee of 10/6 is charged; 
this is payable once only and entitles the registered student 
to the use of the library, and ensures that full information 
on lectures, talks, courses etc. will be posteé direct as soon as 
the news is available. Registered students in the provinces 
may borrow books by post and are liable for return postage 
only. Students who sat for either examination before 31st 
December, 1952, and have still to pass the Final will be 
registered automatically without fee. 


2. PRELIMINARY EXAMINATION 


For the time being no examination is being held by the 
Institute. Exemption will be granted to any candidate who 
can satisfy the Council that he or she has attained a satisfac- 
tory standard of general education. Candidaies are normally 
required to produce documentary evidence of having passed 
one of the examinations recognised by the Council for 
this purpose. 


THE EDUCATION OFFICER 


The 1953 Syllabus is ready, and intending candidates for the Institute’s Intermediate 
and Final Examinations should send for copies now. There are a few changes in 
the regulations which affect new candidates and special attention is called to these. 


Application forms for registration, copies of the syllabus and information 
on any other matters connected with education may be had post free from 


44 BELGRAVE 


Examples of these are : 


School Certificate; General Certificate of Education, with four 
passes at ordinary level (of which one must be in English 
Language, English or English Literature); The preliminary 
examination of certain other professional bodies. 


Candidates below the acceptable standard of general education 
indicated above wili be recommended to sit for the Preliminary 


Exarnination of the Chartered Institute of Secretaries. 


3. CANDIDATES WITH D.A.A. 


Candidates who hold the Diploma of the Advertising Associa 
tion will be granted exemption from the Intermediate 
provided they are at least 20 years of age and have had, 
since the age of 18, at least two years experience with a 
recognised advertising agency. ‘They must serve a further 


year before being eligible to sit for the Final. 


4. VIVA VOCE EXAMINATION 


This will now be an integral part of the Final. Special 
arrangements will be made for this part of the examination 


in the case of provincial candidates. 
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Frequency, extent of readership is next 


OR the advertiser and the 

agency market research 
to-day fulfils three broad func- 
tions. 

First, it provides basic infor- 
mation on product, brand and 
pack acceptance, etc., which is 
essential to the preparation of 
an effective advertising cam- 
paign, This is background data 
which affects policy decisions 
and forms of presentation, 

Secondly, research (known at 
this stage as media research) 
can help to measure the size 
and composition of the audi- 
ence likely to be reached by a 
specific medium. 

Thirdly, research can check 
the efficiency of individual ad- 
vertising campaigns or adver- 
tisements at various stages of 
their development, 

The second and third of these 
uses are most closely associated 
with what is known as advertising 
research, Let us consider them 
both in turn—from the viewpoint 
of what is needed and also from 
the viewpoint of what is available. 


Measurement of the audience 
for a given medium 


Our terms of reference here 
embrace all data on the type and 
size of audience we can expect 
to reach when we use the press, 
the cinema, commercial radio, 
outdoor advertising, point of 
sale advertising, etc. 

Within the space of a short 
article it is impossible to suggest 
all the points on which, ideally, 
information might be needed. The 
first step is to provide a numeri- 
cal audience count, with the 
essential analyses by sex, age, 
class, occupation and geographical 
distribution. This has already 
been done—for press readership 
by the annual Hulton Press sur- 
veys: for the cinema audience by 
the initial survey for Theatre 
Publicity Ltd.: and for sponsored 
radio by the bi-annual surveys 
for Radio Luxembourg under- 
taken since the autumn of 1951. 

While we have information, for 
instance, on the overall frequency 
of attendance at the cinema, there 
is as yet no data which will give 
us a more exact interpretation of 
what we mean by press reader- 
ship. When a person claims to 
have read a publication within a 
certain period, that person is 
classed as a reader, but we still 


have not defined what that 
readership means either in extent 
or in frequency. To establish this 
information seems to be the next 
logical advance in our search for 
data that will guide the adver- 
user in the selection and use of 
media, This is important when 
considering the question of 
quality of readership by indivi- 
dual papers. 

Paper A may have a larger 
gross readership than paper B, 
but paper B may be read more 
thoroughly and more consistently 
by readers to whom our advertis- 
ing is primarily addressed. 

We come to a third and equally 
important stage—and that is, in- 
formation on cumulative audi- 
ence. How often the advertiser 
must ask himself: what combina- 
tion of media shall 1 use which 
will enable me to pass on my ad- 
vertising message to the largest 
number of potential customers 
with the greatest frequency? Is 
he more interested in primary 
cover or does he consider dupli- 
cation of readership to have par- 
ticular advantages? In other 
words, is it more important for 
him to bring his message to two 
persons once each or to one per- 
son twice? 

To this problem are linked a 
host of other problems, al] im- 
portant to the advertiser. The 
size of primary and cumulative 
audience affects choice of media: 
the hoped for impact on_ that 
‘audience affects frequency of in- 
sertion, size of insertion and 
frequency of change of presenta- 
tion, 


{Common sense and the 
9 frequency factor 


Information on net coverage 
afforded by different combinations 
of papers is available as a sub- 
sidiary service offered by more 
than one readership survey, al- 
though, since research does not 
yet provide data on readership of 
individual provincial papers, this 
source of help is not open to the 
advertiser. 

So far as position and size of 
insertion are concerned, reading 
and noting advertisement tests, 
providing data on a long-term 
basis, can be usefully informative. 

But, apart from a few experi- 
mental approaches made by re- 
searchers here, but more especi- 
ally in the U.S.A., advertising 


media can be compared. 


logical advance for research 


Many of the problems daily facing advertising men in the budgeting of appropriations have not yet been 
satisfactorily answered by the research organisations. 


In this article RESEARCHER considers possible 
next fields of advance. He also draws attention to the absence of generally accepted criteria by which 


“know-how” and common sense, 
rather than scientifically applied 
research, are the current criteria 
for decisions on such questions 
as —“how often should I insert 
my advertisement?” and “how 
often should I change copy and 
treatment?” 

Again, does increasing the fre- 
quency of exposure of an audi- 
ence to an advertisement produce 
a corresponding increase in the 
cumulative audience? The answer 
to this last is certainly No, but 
one would welcome factual evi- 
dence for what is currently a 
matter of inspired opinion. 


The problem of evaluating 
different media 


Investigation into this question 
of cumulative audience and the 
graduated effects provided by the 
opportunities given to readers to 
notice the same advertising mes- 
sage several times is, from the 
research point of view, still in its 
infancy. Even more so is the in- 
volved problem of evaluating 
media: attempting factually to 
draw comparisons between differ- 
ent media for relative effective- 
ness. How warmly would many 
advertising men welcome research 
data to guide them in deciding— 
“Shall I spend my appropriation 
in One medium or shall | spread 
it over several?” 

There is, of course, no simple 
answer to this question and from 
a research point of view it bristles 
with difficulties. This is hardly 
surprising when one considers 
that in purpose each medium is 
ancillary to—not independent of 
—the other, and that, even if one 
could compare the reactions to 
advertising in competing media 
for extent, how is one to measure 
the depth of impression made? 

By a process of isolating vari- 
ables and testing sales over a 
reliable period in matched control 
versus test areas, it may be pos- 
sible to reach certain conclusions 
on the efficiency of advertising in 
a given medium—indeed this is 
being done—but this is a method, 
and one requiring great caution 
in application, which still only 
tells us something about a par- 
ticular medium. There are no 
generally accepted criteria by 
which media can be compared. 

Much has been done to check 
the efficiency of advertising: still 
more remains to be done. Think- 


ing is still essentially experimental 
because many diilficulties exist in 
the way of controlling the vari- 
ables and interpreting the results. 
And when the last shot has been 
fired we still have to ask our- 
selves—Will this piece of advertis- 
ing or this campaign sell the 
product? 

Nevertheless, profitable lessons 
can be learnt from this type of 
investigation. There is great scope 
for research methods being used 
as tools to help build successful 
advertising from the blue-print 
Stage to the final production: not 
nearly enough use is being made 
of them in this country. 

For instance, consumer pre- 
tests enable alternative advertis- 
ing ideas, themes, or copy to be 
tested against each other. 

_ The technique of group discus- 
sions, described in a recent article, 
can provide useful information 
from the consumer provided the 
results are checked on a larger 
sample of respondents. 

The finished advertisement can 
be checked in more than one way. 
If alternative treatments are to 
be compared, this can be done by 
the split-run technique, in which 
the competing advertisements ap- 
pear in the same position in dif- 
ferent runs of the same paper. 


Many ways of testing 
advertisement copy 


The recall technique may be 
used in one or more forms—as 
aided recall where the respon- 
dent has the opportunity to point 
out what he has noted and read in 
the publication: as unaided re- 
call, which is more applicable to 
general campaigns than to indi- 
vidual advertisements: in the use 
of the triple associates technique, 
where two memory cues are given. 

There exists, therefore, a multi- 
plicity of means of copy-testing 
for awareness, comprehension, 
acceptability, memorability, and 
association with the brand. All 
these are essential adjuncts to the 
sale stimulated by the advertise- 
ment: an advertisement must be 
read, understood and remembered 
before it can persuade to buy. 
But as yet no generally accepted 
method of testing the effectiveness 
of the advertisement in relation 
to sales has been evolved, and 
this, after all, is the perfectionist 
concept which must lie behind the 
whole idea of copy-tasting. 
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The Daily Telegraph Net Sales 
for the first Seven Months 


of this year average... . 


over 1,000,000 copies 
a day 


These are the monthly figures: 
977,176 


Che Dailp Telegraph 


The paper you can trust 
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Case history of a spare 


time assignment 


if you happen to live in a self- 
AL contained community and it gets 
known that you are an advertis 
ing man and a member of a pub- 
licity club, the chances are that 
you will be asked to do an odd 
job of publicity on a_ purely 
honorary basis. 

If you are wise, you will im- 
mediately plan your vacation or 
a prolonged business trip. If you 
are social-minded or one of those 
people who find it hard to say no, 
you may yield to importunity. Io 
which case the awful disclosures 
which follow may serve as a 
warning. 

When the local Arts Festival 
Committee appointed me_ their 
honorary publicity officer for 
Coronation Year, I stepped off 
with a “new client's” question- 
naire. Among other things, I 
wanted to know the anpropria- 
tion available, the main aim of 
the publicity (to boost entries in 
the competitions, or attendances 
at the events), media employed 
in the past, results obtained, ete. 

I was rewarded with a corres- 


— 
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By A. G. BITTON 


pondence file which contained old 
letters to the loca] newspapers 
giving anything up to 150 lines 
of copy with, apparently, no lay- 
out or typographical] indications. 
The appropriation, it seemed, 
was in the neighbourhood of £50, 
to cover outdoor display and mis- 
cellaneous printing. In addition, 
altruistic local advertisers were 
expected to donate small portions 
of their contracted space in the 
local press. Part of my job was 
to induce them to do so. 

The Festival lasted for four 
weeks and comprised over a 
dozen events in seven different 
sections — fine arts, handicrafts, 
drama, music, etc. Since a new 
“high” had been attained in 
entries in the previous year, the 
boosting of attendances was ob- 
viously the principal goal in 
particular there were an opening 
concert, a film show and a seven- 
day exhibition which the general 
public was expected to support. 

On the assumption that he who 
aims for the moon may reach the 
roof tops, I took away the com- 
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mittee’s breath at the first meet- 
ing with a list of suggestions 
which bordered on the fantastic: 

We should interest B.B.C. 
in broadcasting or  televising 
some of the proceedings. 

We should make (and market) 
recordings of musical entries. 

We should ask th local 
transport undertaking {to co- 
operate. 

We should open with a grand 
“ Barnum ” style procession, 
with brass band and dancing 
girls. 

We should have folk dancing 
in the local park. 

We should send a public speak- 
er to canvass school entries. 

We should award al! junior 
entrants with button-hole badges. 

We should invite Beecham or 
Boult to the opening concert. 

We should have cinema slides 
in local cinemas. 

We should employ a 
speaker van. 

We should get local traders to 
“link up.” 

We should sling banners across 
the High Street. 

We should borrow the Road 
Safety Committee's poster sites. 
Alas for the moon! Out of 

these 13 shots, the final score was 


the 


loud- 


B.B.C. are 
lating the idea 
departments.” 

The Committee could not 
imagine who would want to buy 
recordings. 

“A brass band parade would 
hardly match the artistic 
character of the Festival.” 

Difficulties of transporting a 
piano and stage to the park too 
great. “And what if it should 
rain?” 

“The Education Authorities 
would never allow a canvasser 
to invade the schools.” 

“Let's keep it local and in- 
vite the Mayor and Corporation 
instead.” 

The cinemas object to adver- 
tising a rival entertainment. 

* Loudspeaker vans are 
abomination.” (1 agree.) 

The Town Clerk refused per- 
mission for banners across the 
Street — it interfered with 
Coronation plans. 

The road safety sites, 
one, were ear-marked for 
nation messages. 


still * circu- 
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Another lesson 


However, to record small suc- 
cesses, the bus company did 
agree to carry notices about the 
Festival. We managed to pur- 
chase a thousand little enamel- 
finish badges for under £10. 
These pleased the children (al- 
though the teachers objected to 
the word “competitor”), Some of 
the traders did link up. 

I might also mention that the 
Town Clerk partially relented his 
banner decision and allowed us 
to sling 30 feet of canvas along 
the railings of the park, next to 
another one about free X-ray 
examinations. 

My first activity was to tout a 
half-dozen hand-lettered display 
cards, 22 in. x 36 in., costing 
12s. 6d. each and advising com- 
petitors to “get your materials 
here!", round local art shops, 
drapers, etc. One shopkeeper, a 
committee member, objected to 
“cashing in” commercially. An- 
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other complained that his rival 
round the corner had received his 
display two days before. When 
he was pacified and put the card 
in his window, the rival took 
umbrage and removed his. Net 
result three displays for two 
weeks at a cost of £3 15s. 


The lost story 


Next, a dozen handwritten 
crown posters for the opening 
concert at 2s 6d. each. These 
were taken round the shops with 
free tickets as a bribe. Many of 
them accepted the bribe but “for- 
got” to display. The principal 
ticket seller removed his display 
case until two days before the 
concert. The performance finally 
took place with a 50 per cent 
“free” audience, including thirty 
members of local government. (It 
was not realised until afterwards 
what a fine press story this was.) 

The Festival was now under 
way. Fifty more posters were on 
order. Schooled by experience, I 
abandoned reliance on free shop 
window sites. It was too late to 
grab any spaces on the few 
official hoardings now left by the 
Town and Country Planning 
people. I discovered the exis- 
tence of a useful little “latter- 
day” fly-poster* who owned 
rights on odd bits of jutting walls 

price, 74d. per week. Alas, I 
soon realised that a small bill 
designed for a shop window is 
incapable of holding its own amid 
a multitude of Sales by Auction, 
Horse Shows, Coronation Balls 
and “Mind How You Go” 
notices. (Day-Glo would have 
been an effective counter-weapon.) 

The notices on the buses mys- 
teriously disappeared half-way 
through the period. (Official 
orders to “clear the decks” for 
the Coronation.) 

At about the same time, the 
local operatic society began to 
advertise an independent perfor- 
mance of a musical comedy to 
take place on the last three days 
of our Festival. Sabotage! 

Two branches of the campaign 
went off without hitch. I found 
a signwriter Who could, cheaply 
and accurately, letter large boards 
and deliver them at 48 hours’ 
notice. The series of press 
spaces, varying from 4 in. to 8 in. 
double column, appeared 
promptly in good positions, and 
were generously supported with 
editorial write-ups. But four 
weeks’ press insertions are inade- 
quate to turn a whole town’s 
population art-conscious. And 
the signwriter’s effort outside the 
exhibition hall was continually 
obscured by selfish drivers who 
insisted on parking their cars in 
front of it! 

However, We wound up with 
three entries less than the pre- 
vious year, and about the same 
turnover (with a verv” small 
deficit). 1 was congratulated on 
under-spending my  appropria- 
tion. I cannot help feeling that. 
had I flung caution to the wind 
and overspent, the results might 
have been more gratifying. Next 
year I have a good mind to try. 


*We are deeply shocked. — Editor, 
ADVERTISER'S WEEKLY. 
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favourite 


paper 


5 poner are as receptive in repose as in action; they are Smelting, each in their own way find the advertisement pages 
often kind enough to say that they find The Economist of The Economist a rewarding investment. 

as valuable to them in private life as it is upon their office : 

desks. This trio of reposeful Tycoons is enjoying in The  @tertne ares, Michoud Hodge Stephon, Advert 
Economist the best of both worlds — in the editorial pages Russell and Bromley — Leggett Nicholson & Partners, Ltd.; 
a brilliant and informed commentary on world affairs, in Imperial Smelting Corporation Ltd. — Downtons, Ltd. 

the advertisement sections a presentation of capital and 

consumer goods which are the best of their kind. 


* 
That is why Jaguar, and Russell and Bromley, Blackwood The Econom ist 


Hodge (distributors of Euclid Equipment), and Imperial 22 RYDER STREET - LONDON SWi * WHITEHALL 1511 
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Black-and-white 
orSepia 


Available in all sizes — small 
enough to be carried under the 
arm without strain or large 
enough to obliterate a complete 
frontage. Up to 80 sq. ft. in one 
piece—no limit to the number 
of pieces—or the number of 
enlargements. 


Colour 
Enlargements 


Autotype artists are the acknow- 
ledged experts for true-to-life 
reproduction of any subject. 
Working from black-and-white 
or colour originals they secure 
results which catch the breath 
of the beholder. 


Transparencies 
can be in black and white or 


colour. Colour is more effective. 
These illuminated transparencies 
go on working after hours in 
shop windows and elsewhere, 
and there are no overtime rates 


to pay. 


* Autotype produce only 
high-quality work, although 
they work quickly when the 
need arises—and it usually 
does! First-grade bromide 
papers only used. 


‘f you have something to sell, 
or a story to tell, Autotype 
will be glad to advise how 
photographic enlargements 
do help. 


Most of the really good 
enlargements are made by 
Autotype. 


AUTOTYPE COMPANY LTD. 
Brownlow Road, West Ealing 
London, W.13 
EALing 269! 
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Exhibition opportunity 
lost in Paris 


By Henry Deschampineufs, Head of Overseas Department, 
F. C. Pritchard, Wood & Partners. 


ALKING round the 
stands at the Salon Inter- 
national de L’Aeronautique in 
Paris, one could not help being 
surprised at the lack of imag- 
ination shown in the arrange- 
ment of many of the exhibits. 
While it is true that aero 
engines and accessories do not 
lend themselves easily to attrac- 
tive display, and indeed do not 
always need it, it does seem com- 
mon sense that every effort 
should be made to attract as 
many people to the stands as 
possible. 

In these days it is seldom 
one technical person who 
decides on the purchase of aero 
equipment. It is generally a 
number of people who are in- 
fluenced, not only by techni- 
calities but also by a whole 
host of thoughts and feelings 
in their minds, some defined 
and some buried in their sub- 
conscious, 

All these people need to be in- 
duced to visit a stand at an exhi- 
bition such as this, and it is here 
that the layout and design of the 
stand is so important. Perhaps 
the remedy lies in having more 
specialised assistance when design- 
ing the exhibits. 


Public relations 
for products 


Several exhibitors complained 
that business was slack, and 
questioned the value of this kind 
of exhibition. As a means of mak- 
ing direct sales of aero engines 
and accessories, one would hardly 
expect it to pay immediate divi- 
dends. But as a piece of public 
relations for one’s product, to be 
seen at an exhibition like this one 
is worth more than can be mea- 
sured precisely in pounds, shil- 
lings and pence of orders taken. 

Consider the value to such 
firms as Rolls Royce, English 

Electric, Hawker Aircraft, Ultra 

Electric and de Havilland, for 

their names to be on every- 

one's lips, because their pro- 
- ducts can be seen. It is surely 

a most worth-while long term 

investment and one which a 

single order could pay for over 

and over again. 

Hence the gibe that these exhi- 
bitions are merely social occa- 
sions is, it is suggested, unfair. 

One great advantage this exhi- 
bition had over many was the 
opportunity it gave to see the ex- 
hibits in action. Over the week 
there was a full programme cf 
flying, beginning with a display of 
commercial aircraft. Here it was 
good to see the Comet, the Vis- 
count and the Ambassador repre- 
sented, although one would have 


liked to see more advertising put 
out about these aircraft in the 
papers and magazines being read 
at the show. The display of light 
planes was excellent, but most 
exciting of all was the display of 
new aircraft, including the Can- 
berra, the Vickers Armstrong 
Swift, and the Aero Shackleton. 
It is a pity that other exhibi- 
tions do not concentrate more on 
showing their exhibits in action, 
For some it would obviously be 
impractical, but there are several 
which could be lifted out of their 
usual routine by such a show. 


British trade journals 
notably absent 


To an advertising man it was 
disheartening to find little trace 
of British aviation or engineering 
Papers on sale. Along the edge 
of the building were stands on 
which one found such journals as 
L'Air, L’Echo des Ailes, Tech- 
nique de L'Ingenieur, Interavia 
and indeed one whole stand 
devoted to American aviation 
journals. When one considers 
the persistence with which one is 
asked to buy space in English 
trade publications claiming large 
and well distributed circulations 
Overseas, it is surprising, to say 
the least, to find these conspicuous 
by their absence at an inter- 
national aero exhibition. It seems 
a pity that some of the enterprise 
of an American magazine like 
Newsweek cannot be exercised by 
British technical publications. 

Looking back on what was a 
tremendous week of activity in 
the aircraft world at Le Bourget 
in Paris, it is interesting to try 
to assess the impact of British 
products on this international 
field of prospective customers. In 
the quality of the products it was 
excellent. But in their presenta- 
tion and their selling it was weak. 
There seemed to be few really 
well planned campaigns of adver- 
tising and public relations to put 
over British products, and there 
seemed a lack of aggressiveness 
in the sales approach. It is to be 
hoped that the British aviation 
industry from makers of aircraft, 
engines and accessories to pub- 
lishers of technical publications, 
will adopt a really live sales 
policy while the technical excel- 
lence of their products is so far 
ahead of their rivals. After all, it 
is surely to be regretted that many 
people did not appreciate that the 
French fighter Mvystére which 
broke the sound barrier on the 
last day of the exhibition (as well 
as several windows along the 
Champs Flysées) was nowered by 
British engines (Rolls Royce 
Tay made under licence by 


Hispano-Suiza). 
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ATLANTIC 


PACIFIC 


Sell ” ca gpan at the top! 


Wherever he is 


he can open the 
door fo your 
company or 


products 


Reach him 
in over 100 countries 


through TIME International 


Tue people who can open and develop markets 
for your company or products abroad can be reached more 
certainly and consistently through TIME INTERNATIONAL than 
any other international publication. TIME INTERNATIONAL. 
is published in English in four separate editions. These are read 
every week by more than 1,700,000 important people in over 
100 countries outside the U.S.A. Ninety-two in every hundred 
TIME INTERNATIONAL subscribers hoid influential positions 
in business, government and the professions. These people, 
whose opinions and decisions shape the trading policies of 
industry, commerce and government, are the people who 
mean business in the world. An advertisement campaign 
in TIME INTERNATIONAL Editions will give them good 
reasons for talking business with you. 

Youcan buy advertising space in all four editions— 
TIME Atlantic, TIME Canadian, TIME Pacific and TIME Latin 
American—or only in the editions that cover the areas in which 
you are most interested. Full details from: The Advertisement 
Director, Time International, Time & Life Building, New Bond 
Street, London, W1. 


CANADIAN LATIN AMERICAN 


ADVERTISER'S WEEKLY 


7 — | 

_ 

ao 

<i / 

a ” , * 

pig . 

~ FTIMED FTIMEL [TIMED ETIME 
a an me) ol ee RET | 

Po Sh Se) 6S. Oe | 

Ba Se TTY aye Te 


ADVERTISER'S WEEKLY 


The Popular Magazine 
with the biggest sales 
in the aeronautical field 


The Royal Air Force FLYING REVIEW is the 
journal of the Royal Air Force, sold under Air 


Ministry auspices at every Station at home and 
overseas. 


But the FLYING REVIEW is not ‘Service’ solely. 
Its popular treatment of air developments and 
adventure holds the interest of all who want to 
be in-the-know about aviation to-day. This is why 
it reaches, through retail channels, to another— 
civiian—army of readers. 


The FLYING REVIEW is a strong advertisement 
medium for men’s consumer goods. More and more 
advertisers are proving this. 


Pub'ished monthly 
in photogravure. 
Full colour avail- 
able. Write to-day 
for a specimen 
copy, a rate card 
and full particu- 
lars. 


ROYAL AIR FORCE 


Flying Review 


180 Fleet Street, London, E.C.4 Tel. CHAncery 8844 


Legal Queries Answered 


Aucustr 20, 1953 


The ‘Rep’—in the 


eyes of 


Q. What is the legal definition 
of “Newspaper Representa- 
tive’? 

A, Such a description cannot be 
defined out of its context. In dif- 
ferent circumstances, a newspaper 
reporter, or an advertisement 
salesman, Or a member of the 
circulation staff, can rightly 
describe himself as a “newspaper 
representative.” The legal posi- 
tion of a representative of a pro- 
vincial newspaper operating in a 
London office, would depend en- 
tirely on the terms of the appoint- 
ment as set out in the contract. 
If there is no such contract, it 
would probably be very difficult 
to establish “custom” on some 
particular point, so different are 
the practices from office to office. 
For instance, in a very old case, 
a jury decided that one month 
was a “reasonable” requirement 
of period to terminate the em- 
ployment of a space seller but 
longer periods may be normal for 
certain types of periodicals or 
positions, 

The law concerning the status 
of a “London rep” depends very 
much whether the representative 
can be regarded as an ageni or 
an employee, The lega! distinc- 
tion is important for a represen- 
tative is independent of the prin- 
cipal whereas an employee is the 
servant of the principal. An 
employee can be told not only 
what to do, but how to do it, 
but an agent can decide for him- 
self how to do it. 


Q. Some time ago 1 purchased 
land on which I erected an 
advertisement, consent being 
given by the Minister, on 
appeal from an adverse deci- 
sion of the Local Planning 
Authority. I am now in- 
formed that a Government 
Department requires the land 
and they are taking steps to 
acquire it by compulsory 
purchase. Can 1 successfully 
resist compulsory purchase; 
and assuming that compulsory 
purchase takes effect, what is 
the nature of compensation 
that I could demand? 

A. The two asnects to be con- 
sidered consist of the amounts of 
compensation payable, first, in 
respect to the compulsory sale of 
the land and, second, the loss of 
the advertising site. When land 
is compulsorily bought—it can- 
not be “successfully” resisted 
compensation is restricted to the 
“existing use” value. which 
means “its value in the open 
market. on the assumption that 
planning permission would be 
given for anv of the forms of 


BY OUR LEGAL CORRESPONDENT 


the law 


development specified in the 
Third Schedule of the Town and 
Country Planning Act, 1947, but 
would not be given for any other 
form of development.” In the 
event of a dispute as to the 
amount, the compensation would 
be fixed by the Lands Tribunal, 
and when this has been done 
there exists an enforceable con- 
tract for the sale of the land. In 
such circumstances the value of 
the land now being considered, 
would be greatly restricted. 

With regard to the loss occa- 
sioned by the removal of the ad- 
vertisement, the permission to use 
the site for advertising purposes 
was for three years. If before 
the end of that period an applica- 
tion for renewed consent is made, 
it will in effect, be treated as a 
new application. The Loca! Plan- 
ning Authority (or the Minister, 
if it goes to appeal) is not bound 
to renew. When the period ends 
the advertisement may (in the 
absence of any condition to the 
contrary and in the absence of an 
application for further consent) 
be continued to be displayed, 


Our Legal Correspondent, 
a barrister who specialises in 
advertising law, answers a 
selection of queries received 
from readers. 

Readers are invited to send 
their problems which will be 
treated in strict confidence. 

Replies will be forwarded 
by letter, without delay, to 
correspondents concerned. 

Neither the Editor nor our 
legal correspondent can accept 
any liability for the opinions 
expressed. 


but subject to challenge; but as 
the permission was for a fixed 
period, it cannot be argued that 
there is any statutory right to 
continue. Nor can it be taken for 
granted that when once the 
Minister has granted consent, he 
will do so on a subsequent occa- 
sion, 

If once consent has been given 
and it is then revoked before the 
expiration of three years, by the 
Loca! Planning Authority, com- 
pensation is nayable on the terms 
set out in Regulation 22 of the 
Control of Advertisements Regu- 
lations, 1948. If the site has to 
be abandoned before the end of 
three years, it would seem that 
under this Regulation there is a 
strong case for compensation for 
loss of profits —- but this is quite 


distinct from compensation in 
relation to the compulsory pur- 
chase of the land. 
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Lue EVERY PUNGENT DRAMATIC Critic, Norman Thong 
needs a tough, pencil-proof envelope* to make notes in 


the dark on. The view, widely held ly actors, that not only 


Thong’s notes, but his notices too, are written in the dark, doesn’t worry 
Thong. Nor does the opinion, expressed in the same quarter, that Thong should be forced 
to appear before an audience of actors on the stage of the Pavilion, Greenock, there to entertain continuously for 
not less than one hour under pain of expulsion from the Critics’ Circle. 


Thong does not care what actors say (though he often remarks that he can’t hear it). He knows that they can’t get 
into print with it. 

He, on the other hand, must divert and instruct 
some 2,000,000 readers weekly, a task calling not 
only for marginal comments on the cast page of his 
programme... “Hasn't a clue”’, “Fatter than ever”, 
“Same old plum in the mouth”... but for a 
memorandum of more elevating selections from the 
critic’s phrase-book. 

And it is because there is seldom room in a programme 
margin for long and discursive references to Edmund 


Kean’s Othello that Norman Thong, like every pungent 


dramatic critic, needs a stout, scribble-resistant envelope 


to make notes in the dark on. 


*One of the RIVER SERIES for preference. A nice Tees Cartridge would be just 
the thing for Thong, our fictitious critic. 


There are several features that distinguish River Series from 
ordinary envelopes—their smart modern ‘‘Square Cut’ 

\  appearance—all have generous gumming of flaps and 
wide overlap of seams to provide security—and all are 


ds ‘ ; we FREE SAMPLE BINDER 
made from British high-quality papers. Your local Stationer 
nef ’ We chall he delighted to send to professional and business: houses 
or Printer will readily arrange supplies. our newest sample binder of River Series envelopes. it will prove 
~ most helpful in deciding the best for every separate envelope 
requirement 
NAME 
ADDRESS 
THERE ARE OVER 260 different sizes and shapes of Manilla, Cream Laid, AWS’ 
Air Mail, Cartridge and Parchment envelopes in the ‘ River Series ' range. 
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CLASS ¢ 


READERSHIP 


; DAILY EXPRESS 
is HIGHEST DAILY BY 


680 000 


SUNDAY EXPRESS 
THE HIGHEST COMBINED 


ABC CLASS READERSHIP 
OF ANY NEWSPAPER 
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The Listener 


The B.B.C.’s Weekly Review: 


Current Affairs, Literature, Arts, Sciences, ete. 


Average Weekly Net Sales 


from 


January 1953 to end of June 1953 


136.400 | 


Member of the Audit Bureau of Circulations 


An excellent Medium for selling 


Quality Goods and Services 


All enquiries to Head of Advertisement Department, 


B.B.C. PUBLICATIONS, 35 MARYLEBONE HIGH STREET, LONDON, W.1. 
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SURVEY OF THE SERIOUS PRESS 


Circulations are rising tn 
a moneyed market 


Readership of the journals dealing seriously with contemporary affairs has been 
growing. Drawn mainly from the professional classes and high income groups their 
readers provide an important market for a wide range of commodities and services. 


HOSE journals devoted to 
a serious consideration of 
contemporary affairs appear to 
be, for the most part, in fine 
shape. Bigger circulations and 
wider readership at home and 
abroad characterise the situa- 
tion of most of them. Not that 
acute problems do not face the 
publishers. On the production 
side there is the high cost of 
raw materials, and wage rates 
that are not as they were. 

For the purpose of this survey 
some attempt at classification as 
to subject matter should be made. 
There are five broad categories: 
literary, general political and 
cultural, international, the 
countryside, and travel. Hardly 
a journal in any one of these 
classifications fails to consider 
the affairs of the others. Broadly 
speaking, however, the division 
of interest will hold. 


Long-founded 

literary reputations 

It is the mainly literary journals 
which have the longest ancestry. 
The Cornhill Magazine is a fine 
example, and the extent to which 
attention is paid to _ this 
Thackeray-founded publication 
may be gauged by the fact that 
during the last two years more 
than 4,000 unsolicited manu- 
scripts have been “dealt with.” 
Circulation is not disclosed but 
the readership is estimated at 
around 30,000. The appeal is to 
those with a literary tendency 
with an income of at least £350 
a year. Circulation is very steady 
varying not more than a hundred 
or so from month to month. 

Founded in 1817, when it was 
sold for half a crown, Black 
wood's Magazine has, remark- 


ably, continued at the same price 
ever since In its earlier days this 
monthly was largely literary and 
political, with some leaning to- 
ward folklore. The political 
aspect has now been confined to 
single articles each month and 
the editorial policy is to “provide 
good .class entertainment, good 
taste and good English.” 


Circulation for the first six 
months of this year averaged 
20,070. For the previous six it 
had been at 18,026, and at 18,542 
for the comparable period of 
1952. Readership has been esti- 
mated at six times the number of 
copies circulated and about 3,000 
copies go abroad. 


Readership is predominantly 
drawn from members of the 
armed forces and their connec- 
tions, members of men’s clubs, 
and members of colonial services 
and their connections. 


The concern of Books is two- 
fold: to keep members of the 
National Book League informed 
of the organisation's activities, 
and to draw to their attention 
articles of literary interest and 
news about problems of interest 
to readers. The special job of 
this publication is to make the 
problems of the book trade alive 
and significant for the general 
reader, Circulation for the first 
half of this year was at the aver- 
age rate of 14,500 per issue. 


According to the League there 
are probably more women than 
men members and more over 30 
years of age than under. As be- 
tween town and country, the 
readership is almost evenly 
divided. About 700 copies go 
abroad. 


_ An important change in the 
journal’s composition will take 


 Joncnsls now tn sound quiidion | 


; Journals now in sound position 


HE serious press has never 
lacked grave problems and 
many journals have indeed fallen 
by the wayside. Yet, it is a fair 
conclusion that the position to-day 
compares favourably with the 
best eras of the past. Not that 
complacency is rife in any of 
the relevant publishing houses. 
All the executives would tend to 
agree that the excited Irish M.P. 
had it right when he cried that 
“If the party is to maintain its 
position, it must move forward.” 
The essence of the subject 


matter of the serious press in this 
country may be said to be a con- 


cern for liberty, peace, and cul- 
tural standards. The fact that 
these values are menaced from 
one quarter or another may well 
account for the fact that this sec- 
tion of the nation’s press is in 
vigorous health—as Dr. Johnson 
once remarked, the notion of 
liberty amuses the people of 
England. 

Some of the present member 
journals can trace a long and 
unbroken line of descent. On 
the other hand some with the 
most impressive current sales and 
readership figures have been 
but lately established. 


place in September: there wi|! 
then be 32 pages (10 probably 
advertising) in royal octavo 


Nearly a!l the “general px 
tical and cultural” journals mix 
themselves up in the literary life 
one way Or another, usually by 
including a well-informed (somc- 
times very contentious) book re 
view section. In the case of //x 
Fortnightly, founded by Anthony 
Trollope in 1865, information has 
sometimes been disclosed on 
current topics many weeks ahead 
of any other sources available to 
the public. The Contemporary 
Review, established almost a cen 
tury ago, is widely regarded as an 
authoritative source of informed 
opinion on all matters of impor- 
tance. The readership embraces 
many in university and learned 
society libraries and within such 
circles the journal is almost as 
well known in the United States 
as it is here, 


It is estimated that some 
200,000 people read the Spectator 
each week. They are drawn from 
the following occupational 
groups: doctors, lawyers, com 
pany directors, business execu 
tives, and farmers. For the first 
six months of this year the 
journal had an A.B.C. average net 
sale of 41,131 copies per week 
The net A.B.C. sale figures for 
1952 were January-June 42.568, 
and July-December 39,668 


There is an overseas circulation 
of at least 4,000 with a calculated 
readership of about 20,000. 


Founded in 1828 as “a weekly 
journal of news, politics, litera- 
ture and science,” with news given 
the most prominent place, this 
fundamental policy of the Spe: 
tator has never changed. Since 
its foundation there have been 
only eight editors, a fact which 
mav heln to explain the essential 


continuity of policy which has 
been maintained. 

Regular advertisers include 
companies concerned with 


finance, travel, publishing, insur 
ance, prestige, and classifieds. 


The avowedly independent 
party-political stance of the 
Spectator is not taken up by the 
National & English Review 
Formed from the union of the 
Enelish Review with the National 
Review in 1950 the tradition of 
the latter as an _ independent 
organ of Conservatism has not 
been altered. 

The net sale figures are not 
disclosed but the list of sub 
scribers is being added to con- 


ADVERTISER'S WEEKLY 


stantly. A considerable propor- 
tion of each issue goes Overseas 
and the subscribers are drawn 
from the highest income levels. 
Vne readership has been con- 
jectured at about 20,000, 

One of the most widely 
and quoted of the principal 
weekly journals of opinion ts 
probably the New Statesman and 
Nation the estimated total reader- 
ship of which during the first 
half of this year was a quarter 
million. The weekly average net 
sale during that period was 
71,544—an A.B.C. figure. 

As to readers and their buying 
habits the subscribers include 
many accustomed to making large 
purchases for the organisations 
they represent, as well as for 
their personal needs. Apart from 
advertising for banks, insurance 
companies, building societies and 
many large industrial concerns 
(both for prestige and sales cam- 
(Paigns), company mectings are 
reported in the columns of this 
journal which was founded on 
the principle of applying the 
scientific spirit to the elucidation 
of social and economic problems, 


Express air editions 

to the U.S.A. 

One of the main media for 
publishers, the claim is that dur- 
ing the course of a year over 160 
announcements from the leading 
houses are carried. In addition, 
the journal has a larger classi- 
fied section than any similar pub- 
lication with the subjects span- 
ning appointments to restaurants, 

The first periodical to inaugur- 
ate an air express edition to the 
United States, some 17 per cent 
of the New Statesman circulation 
is Overseas, Detailed first hand 
reports on social and political 
conditions have been supplied by 
staff writers who have flown to 
all parts of the world to get them. 
This policy of direct and on the 
spot coverage has unquestion- 
ably raised the prestige of the 
journal both at home and abroad. 

Quite distinct in the field of 
journalism is The Listener. All 
phases of the nation’s cultural life 
are presented in this publication 
by a galaxy of broadcasting per- 
sonalities. The Listener was first 
published by the B.B.C, in 1929 
on the recommendation of the 
Hadow Educational Committee 
as a powerful aid to adult educa- 
tion, Startir: with an early cir- 
culation of about 10,000 copies 
a week the present figure is up 
to 136.500 with a readership 
placed by the Hulton Survey of 
1952 at 670,000. 

According to that survey an 
income classification of The 
Listener's readers is as follows: 

Incomes in 


read 


excess of £1.250 90,000 
Incomes £750-£1.250 130.000 
Incomes £400-£750 200,000 


The overseas circulation stands 
at about 19,390 with a readership 
of 77,570. 

Advertisements for alcoholic 
beverages are not accepted nor 
are those appertaining to patent 
medicines, or products of doubt- 
ful status or taste. 

There are no special advertise- 
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SURVEY OF THE SERIOUS PRESS 


ment features other than four 
seasona] book numbers and the 
advertisers range widely and in- 
clude insurance companies, travel, 
better class furnishings, electrical, 
household, tobacco, office equip- 
ment, leading industrial con- 
cerns, banks and _ building 
societies. 

Founded in 1877 by Henry 
Labouchere, the policy of Truth, 
while still one of independent 
criticism, has moved to the right 
in politics. The stated aims of 
the publishers involve right-wing 
political vigour allied to the crea- 
tion of enlightened co-operation 
between trade unions and man- 
agement in industry, 

This weekly was bought by 
Staples Press last year and both 
its format and its editorship 
were changed in March. During 
the last six months the circula- 
tion is reckoned to have risen by 
about 60 per cent. The bulk of 
the readership is among people 
who cither manage or own their 
businesses, politicians, investors, 
club members, service officers, 
etc. There is said to be a grow- 
ing readership among newspaper- 
men, lawyers and trade unionists. 

The journal has a secfion de- 
voted to antiques, another to 
hotels and beginning is a specially 
selective section on gramophone 
notes. Circulation and reader- 


ship overseas is rising, particu- 
larly in South Africa, Canada, 
Latin America, Italy and Spain. 

The aim of the publishers of 
Courier and To-day is that these 
journals should be considered 
“the best of the general interest 
magazines” their main function 
being to “show the rest of the 
world that British prowess in 
publishing still reigns supreme.” 
Only advertisements related to 
best quality products and services 
are accepied and it is insisted that 
all copy and layout should be up 
to the standard of the editarial 
and artwork. 

Many will agree that the closest 
possible degree of Anglo-American 
co-operation is a_ pre-condition 
of world stability and engaged in 
fostering that kind of co-opera- 
tion is the English-Speaking 
World at present with a circula- 
tion of about 43,000. This is a bi- 
monthly and the organ of the 
English-Speaking Union. 

The magazine goes by direct 
mail into the homes of members 
of the union, in Britain, the 
Commonwealth, and the United 
States. The actua] readership has 
been reckoned at some 120,000. 
Circulation abroad is at 23,000. 

Readership is said to cover 
professional people and business 
executives on both sides of the 
Atlantic, 


Advertisers include 
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hotels and guest houses, travel 
announcements, stately homes, 
and publishers. No special adver- 
tisement features are arranged 
owing to space limitations. 

The main readership of Eastern 
World lies overseas where no less 
than 87 per cent of the circula- 
tion is absorbed. Founded in 1946 
the circulation during the first half 
of 1953 averaged 11,500 a month. 

This publication has an intense 
readership in the East especially 
in university libraries, aircraft 
and ships plying Eastern routes. 
Not only the best salaried but 
also the most influentia! person- 
alities are claimed among the 
readership. 

Advertisements are carried 
from firms wishing to keep their 
names linked with the Asian 
market and although no special 
advertising features are published 
a regular series of economic 
articles is included. 

A special economic newsletter, 
Asia Report, issued by the pub- 
lishers of Eastern World, has 
been able to double its pages dur- 
ing the last year, 

The working assumption of the 
publishers of The Diplomatisy is 
that every one of the 10,000 
copies printed per month is read 
by an average of 10 people. Cir- 
culation of the journal is heavy 
in embassies, legations, consular 
offices, clubs, hotels, and 30 forth. 
Readership is 90 per cent among 
the luxury and upper income 
bracket classes. 

A regular advertising feature 


is carried entitled “Distinguished 


: 
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Shopping” and a Shopping Ad- 
vice and Service Bureau !s run for 
the convenience of diplomatic 
and consular readers. During the 
past year a special inset “Com- 
mercial Attachés Guide” has been 
brought into’ publication to 
acquaint readers (80 per cent of 
them foreign nationals) with 
various aspects of British trade. 

The newest of the magazines 
devoted to the countryside is 
Country Fair. This has been 
described as a “quality” maga- 
zine rather than a serious one 
because of its light-hearted ap- 
proach. 

So far A.B.C. figures have not 
been published. Sales this year 
show a smal] but steady rise over 
1952 with a notable increase in 
direct subscriptions, it is claimed. 

The policy of the publishers is 
not so much to build circulation 
as to make sure Country Fair 
gces to a genuine A-class country 
readership because the advertisers 
who are using the journal sell 
quality goods to a_ well-to-do 
rural public. 

In the field of travel, the 
Geographical Magazine has a 
circulation of about 60,000 per 
issue with an estimated reader- 
ship of at least 300,000. 

A questionnaire issued last 
year revealed that 56 per cent of 
the readership owned cars, nearly 
50 per cent travelled abroad for 
holidays and that over 60 per 
cent were in professional employ- 
ment. 

Overseas circulation averages 
17,500 copies. 


Fridays 


Rate £110 per page 
and pro rata 


THE NEW 


STATESMAT 
AND NATIO! 


The largest net sale of any review of its class 


since 


Member of 


A.B.C 


and the lowest rate per page per 1,000 net sale 


1936 


A.B.C, January —June 1953: 71,544 


10 Great Turnstile, W.C.1 


All positions in, 
next or facing matter 


Ninepence 


HOLborn 8471 
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FIRST OF THE WEEKLY REVIEWS 


THE SPECTATOR 


Founded /828 Membe A.8.C. 


A Journal with an established con‘ dence between 
reader and advertis. + 


* 


H. S. JANES 
99 GOWER STREET, LONDON, W.C.I 


EUSton 322! 


Unequalled in Kent 


9 Newspapers 
| Order 

3 Stereos 

| Account 


| = fj 18,1 2 I ulig ten tee 
Associated Kent Newspapers 


Accounts Office sia 
30 High Street, Chatham (Chatham 2213) 
Advertisoment Representatives 
E. W. Player, Led., 30 Fleet Street, E.C.4 
(Central 2786) 


oe 
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TEXTILE MANUFACTURER 


A FIRST QUALITY PRODUCTION WITH 
EDITORIAL AND NEWS TO MATCH 


THE KENNEDY PRESS LTD., 31 KING ST. WEST, MANCHESTER, 3 
LONDON OFFICE : 50 TEMPLE CHAMBERS, TEMPLE AVENUE, E.C.4 
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HAVE YOU SINISTER DESIGNS P 


Confess — you would rather like to liquidate a 
few clients, wouldn’t you ? Nag about costs, 
don’t they ? Well, give "em Celotex ! That’s 
right —-use Celotex Industrial Hardboard (we'll 
tell you why in just one moment) in all your 
designs and everyone will be happy. Celotex 
can be used over and over again. You can have 
it bent, nailed, screwed, stuck, hack—pardon, 
sawn, just like wood. Decoration is perfectly 
quick and straightforward. Use Celotex for 
partitions, walls, counters, doors, display panels, 
cut-outs— everything ! Available in economic 
easy-to-handle sizes—4’ 0” wide and up to 5’ 0” 
in length. And just look at the price— 


30s. Od. per 100 square feet 


CELOTEX 
INDUSTRIAL HARDBOARD 


Write or ’phone the Industrial Sales 
Department for further details and samples 


MADE IN GREAT BRITAIN BY CELOTEX LIMITED 


NORTH CIRCULAR ROAD, STONEBRIDGE PARK, N.W. 10 TELEPHONE: ELGAR 5717 
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STUART LEWIS in his monthly review of 
posters believes that generally speaking 


Matters of taste are best 
expressed obliquely 


NE OF the literary land- 

marks of my youth was 
Richmal Crompton’s account 
of how the wretched William 
was forced to eat rice mould. 
I found it extremely funny and 
at the same time rather disturb- 
ing because it was the sort of 
thing that could happen to any- 
one. 

The gastronomic terrors with 
which children are sometimes 
faced can haunt them throughout 
their lives. Even though EngMsh 
cooking has no doubt improved 
under the guidance of our Heaths 
and Harbens, there are. still 
grown men who wince at cab- 
bage and bridle at boiled cod. 
Who, then, can fail to applaud 
the public spirit of Bird's, who 
in their new poster explain by 
pictorial implication how custard 
can disguise rhubarb? 


Strongly criticised by our contri- 
butor this poster is no less 
strongly defended by Ronuk 
who declare “The proof of the 
pudding.” The poster is not new 
except in so far as it has kept 
in step with periodical modifica- 
tions. Many apparently more 
striking  desiens have been 
tried out but Ronuk have always 
returned to what has been proved 
to have the highest degree of visi- 
bility and value generally. 


TEMPLE BAR 2468 


PRINCIPAL BRANCHES 


The poster shows two children 
seated side by side in a push- 
chair. One child is holding a 
basket of assorted greengroceries 
and screaming its head off; the 
other is cuddling a packet of 
Bird's custard and beaming with 
delight. ‘The poster signs off with 
the usual slogan “Always better 
with Bird's custard.” 


Scrumptious artwork 
not enough 


I have only one criticism to 
make of this poster. 1 cannot be- 
lieve that the average healthy 
child will scream his head off at 
the sight of apples, pears and 
blackberries. Even in these days 
of rising food prices it is unlikely 
that such fruits are so little eaten 
that children are losing the taste 
for them. However, the basket 
does contain those menacing 
sticks of rhubarb which strike a 
sinister note and make the first 
child's tantrums believable. One 
can almost hear his mother say- 
ing, in the dark days before she 
discovered Bird’s custard, “Now 
finish up your nice rhubarb, dear, 
it’s good for your inside.” 

How much more effective this 
poster is than, say, a great 
chrome-yellow lake of custard 
and hpw much more appetite- 
appeal it has. Indeed it demon- 
strates the old truth that appetite- 
appeal is nearly always best ex- 
pressed obliquely—by  implica- 
tion—rather than by striving to 
make the mouth water with 
scrumptious artwork. It is also 
a reminder to other advertisers 
that posters, properly handled, 
can do more than remind. For 
this Bird’s job thanks not only 
to its sound conception but also 
to Cliksby Watson's lively draw- 
ing -sells very hard indeed. 

A picture of this poster was 
featured on page 256 of ADVER- 
TISER'S WEEKLY, August 6. 

* » * 

HY IS it that so many big 

and renutable firms, who use 
good agencies and publish good 
press advertising, still run such 
deplorably sub-standard posters? 
The other day I saw a Ronuk 
poster which made me rub my 
eyes. This design cannot possibly 
be less than a quarter of a cen- 


As pure remin- 
der advertising 
in this summer 
to end all sum- 
mers this is ex- 
cellent. Did 
Charr ingtons 
simply plan for 
the very worst 
that might hap- 
pen climatically, 
or did they em- 
ploy Old 
Moore? 


4 
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When rain stops play... 


cheer up with - 


CHARRINGTONS 
Toby Beers 


ROTA, TOBY TOBY ALE PALE ALE BROWN ALE PUNCH STOUT ANCHOR STOUT 


tury old and at no time in history 
could it be regarded at good. 

It is true that the predominant 
colour of the tin (blue) blends 
reasonably well with the parti- 
cular red of the background; but 
the tin has a messy, meaningless 
shadow and the accompanying 
lettering (yellow outlined = in 
black) is reminiscent of the 
hideous enamel! plates which still 
infested railway stations in the 
late twenties. 


Basic selling rules 
must be obeyed 


Now it could be argued that 
this poster will register the name 
Ronuk in the minds of many 
viewers and that it is therefore 
doing an adequate job. Presum- 
ably it was that rather lazy atti- 
tude of mind which allowed the 
poster to be re-issued. 

At the risk of appearing to talk 
to the children, I feel bound to 
say that posters must work ex- 
tremely hard to earn their keep. 
They cannot get away with flat, 
monotonous statements, They 
must speak with authority, charm 
or humour—and their colours 
must “smile.” In short they must 
obey the basic mules of selling. 

There ts yet another considera- 
tion. Posters which fall below a 
certain standard of design are 
lowering the prestige of the in- 
dustry. At a time when the bill- 
posting companies are co-operat- 
ing with the Town and Country 
Planners by rebuilding sites on 
pleasing modern lines, i¢ is more 
auntennnedl then ever r Gas adver- 


: ] 


MANCHESTER 


LEEDS 


. 


ee ~ 


tisers should maintain a high 
level of taste in every poster they 


out. 

A poster like the Ronuk job, 
which I saw in a suitably dismal 
side street, would look that much 
worse on a modern garden site. 

5 * * 
VERY summer large sections 
of the drink industry (hard 

and soft) become obsessed with 
the English climate; for weather 
can make or mar the peak selling 
season. One firm, I believe, uses 
the Bartlett Brothers’ long-range 
forecasts in order to concentrate 
its advertising in the periods most 
likely to be fine and warm; 
others consult the Air Ministry at 
regular intervals; others, for all 
one knows, study the stars. 


Best to plan 

for worst 

Certainly it looks as if Char- 
ringtons employ Old Moore or 
some other equally bold, for- 
ward-looking character, Or could 
it be that sometime last winter, 
when planning their summer 
posters, they said to themselves, 

“Test Matches will be played in 
England in 1953. We're in for a 
rainy season?” 

The fact is that during this 
summer to end all English sum- 
mers Charringtons are the only 
drink advertiser to display a 
poster that has been almost con- 
tinuously topical. It shows a 
cheerful litthe man sitting under 
an umbrella and gazing at a 
deserted cricket ground. The 
wording is “When rain stops play 


FOR ENTERPRI 


EFFICIENT SERVI 
112 HIGH HOLBORN, W.c.1. /'¢ 


BIRMINGHAM 


McLELLAN - DIRECTOR 
SOUTH COAST 
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They say that the elephant never forgets, 
but unfortunately there is no doubt that 
the buying public does. That is why posters 


play so important a part in any worth- 


‘ | 1a. | while advertising campaign. 


There is no better method of keeping your 


mame and product in the forefront of the public mind than by means of posters on carefully- 


designed, well-maintained sites, placed to command maximum attention. 


David Allers can offer you complete coverage by just such better-than-average sites throughout 


the industrial areas of Scotland, North East and North West England, North Wales, Northern 


Ireland and Eire. 


David Allen & Sons Led., 

7 Buckingham Palace Gardens, London $.W.!. 
Telephone: SL Oane 071!. 

Telegrams: Ad s London. 

Area Offices in Glasgow, Edinburgh, 

Newcastle upon Tyne, Liverpool, Belfast, Dublin. 
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For sites worthy 
of your poster 


Consult 


Sheffields 


Publicity House, Cornwall St. 


Birmingham 


Phone: Central 3784-5 


MANCHESTER 


the well-to-do Metropolis of the North 
offers Advertisers the choice of 


3,000 Posten sires 


with a complete coverage of the City 
and wealthy “dormitory” areas ; 


— and a Service Service second to none! 
MANCHESTER R POSTER SERVICES Lro., 


27, 29, 31 Bootle Street, Deansgate, Manchester 2. 
Telephone: BLAckfriars 9211 (3 lines) 


Serving — and 


Stimulating — the 


Public Interest 


PADDINGTON 0186/7 
HARROW BILLPOSTING 
37 SPRING STREET, W.2 
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|® STUART LEWIS on posters — 


continued 
... Cheer up with Charringtons 
Toby Beers.” 

As pure reminder advertising, 
particularly in 1953, this is ex- 
cellent. Indeed it occurs to 
me that next year some enter- 
prising drink manufacturer, 
instead of producing hot- 
weather advertising and hoping 
for the best, may well produce 
wet-weather advertising and 
hope for the worst. He will 
certainly run less risk of being 
let down by the climate. 

* # + 
ALUTATIONS to Sunlight for 
producing a straightforward 
poster devoid of specious soap- 
lore. Here is the familiar pack, 
floating on a sea of the suddiest 
suds I have seen for many a year. 
Plastered across the lower part 
of the poster is a red panel of 
well-considered shape and size 
bearing the words “More Lather fasy! If you have the “know 
Faster!” how.” Our contributor awards 
How simple it is to produce a_ very high marks for this sud- 

good poster—if you know how. saturated poster. 


BEFORE . 


The power of outdoor advertising to improve the appearance of 
an unsightly part of the neighbourhood is forcefully demonstrated 
by these two pictures. Carried out by Mills & Rockleys Ltd., the 
transformation is of Leightons car park, Parliament Street, Nottingham. 


AFTER ob 
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The night sky at Halifax 


is now well lii up 


LARGE two-sided neon sign 

has been completed at 
Whitakers Brewery, Halifax. The 
installation, carried out by Oldham 
Sign Service Ltd., consists of 14 
in. thick mahogany letters 30 in. 
high reading  “Whitakers 
Brewery,” mounted on angle 
iron runner bars, superimposed 
with 18 mm. red tubing and 
fixed some 60 feet from the 
ground. 

The Cock o’ the North” letter- 
ing measures 32 and 21 in., with 
“Ales & Stout” in 36. The neon 
to “Cock o° the North” is in 
fluorescent green, and to “Ales 
& Stout” in ordinary red. The 
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4 oa 
Don’ 
, ont 
cock trad. mark has been made 
up from j-inch thick resin 
bonded ywood, finished in 
natura] lours, and super- 
imposed th daffodil yellow 
fluorescen: (ubing, with an under- 
line in bh : 
The Co \ o° the North” sign , 
is fitted w . an electrically driven In planning your !'0.! 
flasher, b iging the cock first, easy to overlook the i 
then “Coc: o’ the North,” then habits can be so gre.:t!) 
“Ales & S out,” and then all off, D : ind tit 
leaving © Whitakers Brewery” Oo not judge smaii | 
illuminate at all times. basis. Many of thes 
This sig. can be seen from the over very wide- are. 


Leeds and Bradford approach to 
the town 
700 yards 


t a distance of some 


A real Halifax landmark at night time is the neon sign recently 
erected by Oldham Sign Service Ltd. along two walls of Whitakers 


Brewery. 


Colours are switched on and off by an electrically driven 


flasher. 


THE CAPSTAN CORONATION 


POSTER 


“TN design and colour it 
catches the carnival spirit,” 
was how our correspondent, 


Stuart Lewis, described a Capstan 
poster in ADVERTISER'S WEEKLY, 
June 4, page 470. In fact, how- 
ever, it was a preliminary design 
that was depicted. The accom- 
panying illustration is of the final 
poster. 

The poster was a part of a 
Coronation scheme for which 
Decor Contemporary Art & 
Design Ltd., were responsible. 
Except for the poster, the scheme 
was entirely executed by the 
company. The poster was pro- 
duced by Chromoworks Ltd., 
under the direction of Decor. 

Total scheme also involved 
window centres, bus bills, counter 
displays and covered Capstan, 
Gold Flake, Cut Golden Bar, and 
Woodbine products. 


Queen’s personal standards in 
massive savings ad. 


HE Qucen’s personal stan- 

dards of England, Scotland, 
Wales and Northern Ireland are 
featured in an outdoor advertising 
drive for National Savings. As 
noted in ADVERTISER'S WEEKLY, 
page 232, August 6, these appear 


on 43 ft by 14 ft. displays erected | 


by More O'Ferrall Ltd., on many 
sites throughout the country. 
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forget 


POSTERS 
in the small towns 


slower to introduce 1x 
an opportunity for new 
These small towns for: 
for adjacent posting 
only require a smal! 
100 per cent attention. 


er Advertising it is so 
wall towns where buying 
influenced by Posters. 
owns on a population 
towns have an appeal 
They are also olten 
w products and present 
advertisers, 
| a Strong reinforcement 


ii the larger towns and 


number of bills to get 


Consultation with Sheldons with their 113 
years’ experience will censure you get the best 


results from your 
national or local. 


Poster Advertising -- 


Estabiis 


. SKeldons Ita 


hed 1840 


SHELDON HOUSE, QUEEN ST., LEEDS, 1. 


Some of the important 
centres in the Home 


i130 


Industrial and Agricultural 
Counties, covered by the 


Hone Counries Newspapers Group 


1,000 square miles of Beds, Herts and Bucks (with 

probably the lowest figure of unemployment in the 

country), is the area through which our eleven 
individual local newspapers circulate. 


PER / TRADE 
S/COL me FLAT 
INCH RATE 


A.B.C. NET SALES NOW 


3395 


LONDON REPRESENTATION: WILL KITCHEN JR. LTD., 131 FLEET STREET, €.C.4 
Head Office Luton. Advertisement Manager, C. W. Gilder 
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Largest Net Sale in Kent 
KENTISH TIMES | 


SERIES OF WEEKLIES 


Eight papers 


Kent. 
CHISLEHURST, 


circulating 
residential and industrial terri of 
Intensive coverage in BR 


ELTHAM, 


in the perous 
orth West 
MLEY, SIDCUP, 


ORPINGTON, 


BEXLEYHEATH, ERITH, WELLING & DARTFORD 


—one unbroken area! 


81,825 


NET SALES A.B.C. 
FOR THE SIX MONTHS ENDED 30th JUNE 1953 


Head Office : 
Times Buildings 
Sidcup 
Tel, FOOtscray 1155 (4 lines) 


London Office : 
Bank Chambers 
329 High Holborn, W.C.! 
Tel. HOLborn 2730 


WELLINGTON JOURNAL 
& 


SHREWSBURY NEWS 
NET SALES 50, 134 weekty (As.c,) 


London Representative : 


DAVID L. CLACKSON, 80, FLEET STREET, E.C.4. (ceNtrai2626) 


THE COUNTY OF 


MIDDLESEX 
CHRONICLE 


Intensively cover the populous 
and oneven area of South- 
t Middlesex 


NET SALES 


43,022 


A.B.C. 


136 HIGH STREET 
HOUNSLOW 
Phone: HOUnslow 0016-78 


London: G Jackson, 
Clifford's Inn, £.C.4 HOL Mi! 
Founder Member London Suburban 
and Home Counties Press Group 


Largest Circulation 
in rural Essex 


Essex County 
Standard 


series 
COLCHESTER 


47,701 (June ABC) 


JOHNS, SON & W 
2-4 Epworth ST.t vee ue 


monarch 7400 Ue 


MERCURY (Words of Wisdom) 
DAILY CALENDAR PADS 


with bold figures and a literary tit-bit for 
each day fitted to your trade announcement, 
will ensure a full twelve months free 
exhibit in the best positions. You or r 
printer can obtain Mercury Pads from 


DAILY POST PRINTERS 
WOOD STREET, LIVERPOOL 


Reversed 
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L format 


for composite pages 


WHENEVER | skip blithely 
from the path of an oncoming 
car with L plates | think ol 
W. Law, advertisement mana- 
ger ol the East Essex Gazette. 
Not that Mr. Law is a bad 
driver. 

It's the “L” that does it—for 
Mr. Law has a singular claim to 
fame. He has taken the first 
letter of his surname, reversed it, 
and found it a useful format for 
advertisement layout on com- 
posite pages. 

All too often, in their zest to 
put as many advertisers as pos- 
sible next to matter, the adver- 
tisement department asks the 
editor to perform weird and won- 
derful jig-saw work. He is im- 
plored, or cajoled to fil! odd little 
nooks and crannies with news 
or “blurb.” 

Mr. Law is in the position of 
gamekeeper turned poacher. He 
has spent most of his life on the 
editorial side of newspapers, and 
knows how much friction can re- 
sult from unreasonable requests. 
So, on the Last Essex Gazette, 
he has tried out several methods 
of being fair to both sides. 

His best arrangement, to date, 
is to allow two clear columns for 
editorial, This is apportioned in 
a four-column block, at the top 
left hand of the page—and 
is roughly in proportion to 
the page. The editor has a fair 
crack then at a full page in 
miniature, 

A four-column headline under- 
neath this block leads off what 
Mr. Law describes as “a flick of 
news” in the middle of the page. 

In one example before me it 
tells how local traders are join- 
ing in the carnival revels at 
Clacton. The supporting adver- 
tisements, down three columns on 
the right of the page, and across 
the bottom one-third of a column 
deep, form the reversed L. 

Thus the supporting editorial 
lies like a neat layer on the 
horizontal of the L format. This 
should go a long way to stopping 
any quibble about who is at the 
top or the bottom of the page. 
All positions seem equally good. 


WILTON EVAN 


Now SPAce is more plentiful 
advertisements become “curiouser 
and curiouser” as Alice would 
say—even if she saw them 
through the looking glass. 

“Opinion ads.” intrigue me 
most, In the Herts Advertiser, 
Conservative propaganda often 
appears as a display ad., signed 
“John Grimston (Advt.)” (Mr. 
Grimston is Conservative M.P. 
for St. Albans.) Controversy by 
Paid advertisement might prove a 
lucrative business for local news- 
papers, but so far Mr, Grimston, 
and a few other lively prota- 
gonists, are meeting no answering 
barrage. 

The forthcoming production of 
the Ivor Novello show “The 
Dancing Years” was heralded by 
a display ad. in the Isle of Man 
Weekly Times which stated: “You 
will remember the producer of 
these two outstanding and never- 
to-be-forgoiten musicals ‘New 
Moon’ and ‘Show Boat’. Well, 
the same producer, brimful of 
energy and vitality, combined 
with her vast knowledge of stage 
craft, will once again be in 
charge of this production. Under 
her direction will be a cast of 
local artists whom you _ have 
com; to love for their never 
failing high standard of perform- 
ances, who are ready and anxious 
to commence practising immedi- 
ately the present numerous and 
varied seasonal callings permit.” 

* * * 

SOME OF the curious advertise- 
ments are real eye-catchers, The 
B.B.C. advertise Murac P.ELP., 
it is boldly proclaimed (36 pt.) in 
the North Berks Herald. Between 
these key lines, in ordinary 10 pt. 
setting, there is the necessary 


CANNOCK | 
ADVERTISER 


Cowers the rman 


CANNOCK CHASE [f° 


STAFFORDSHIRE 


LATION 
65,000 
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filling. For example: “The B.B.C, 
gives Us a wealth of varied enter- 
tainment, news and sport, but 
we all know they are not allowed 
to advertise.” Apparently in a 
recent radio talk some one ad- 
vised the use of an emulsion 
paint, and that’s what you get 
when you buy Murac P.E.P. 


In the Wakefield Express two 
figures in a gloomy setting— 
some of my Yorkshire friends 
say it’s a pot-hole—shine a torch 
on to slices of Bosomworth’s 
“four piece loaf.” 

“Even below,” says the copy, 
“there’s nothing above _ this 
bread.” All of which is mighty 
puzzling—with never a clue as to 
why it’s a four piece loaf! 

And then, what of this illus- 
tration for a soft drinks adver- 
tisement in the Smethwick Tele- 
phone? 


Advertisers in the Warwick 
and Warwickshire Advertiser 
“confess to sponging and hand 
pressing.” . , . They press clothes. 


His Worship 
wields the pick 


The Lord Mayor of Newcastle upon 
Tyne (Alderman William McKeag) 
opening the north-east coast Ideal 
Home, Traies and Industries Exhi- 
bition, sponsored by the “Newcastle 
Journal” and the “Evening Chron- 
icle,”” Newcastle, by splitting a piece 
of north-east coal with a chromium- 
plated miner's pick. The coal split- 
ting released black and white rib- 
bons (the colours of Newcastle 
United F., of which the Lord 
Mayor is a director) stretched across 
the entrance to the main exhibition 
marquee. Standing behind the Lord 
Mayor (on right, wearing button- 
hole) is the Hon. Denis Berry, 
managing director, Newcastle 
Chronicle & Journal Lid., who 
presided at the inaugural lunch. 


A general view of the “Newcs 
trade stand at the north-east 
Exhibition held under canvas on 


One oF the first stands 
catch the eye of the crowds as 
they entered through the main 
gate at the Peterborough Agricu 
tural Show was the broad-fronted 
display marquee of the Citizen 
and Advertiser. Throughout th 
three days it proved to be one ot 
the most popular on the show 
ground. 

The steady stream of peop 
found most interest in the large 
display photographs though 
the teleprinter bringing news 
from the Press Association was a 
rival attraction and intrigued a!! 
the younger visitors. 

The gallery of pictures was 
primarily of those taken at the 
show, speedily developed and 
printed, but the display also 
contained examples of the wide 
range of subjects which staff 


“ 
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Journal” and “Evening Chronicle’ 
Ideal Home, Trades and Industries 
Town Moor, Newcastle upon Tyne. 


cameramen are called on to por- 
tray during a year. Of special 
interest were two illuminated 
cabinets showing colour minia- 
tures of the ceremony of confer- 
ment of civic honours upon the 
Sth Battalion the Northampto-- 
shire Regiment (T.A.). 
* * 


* 

THE HisTORY of the local Agri- 
cultural Society was the theme of 
an eight-page tabloid size sup- 
plement to the Border Counties 
Advertiser. he development of 
the town was also shown side by 
side with that of the Society and, 
under the heading “Interesting 
Stories of Traders of the Town,” 
the histories of a number of 
local enterprises were given, 

More than half of the supple- 
ment was occupied by retailers’ 
advertisements, 


and correct, Sir! 


Your planning 


will be smoother, 


your decisions 


more assured, 


if you turn to 


Spicers paper consultant 


when you're discussing 


a printing job. 


He speaks from 


long experience about the 


kinds of paper you need, 


and the way to use them 


t the greatest effect. 


speak to WR 


Telephone : CENTRAL 4211 . 19 New Bridge St., London EC4 
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NEWS 
FLASHES 


ORE than 2,500 experts 
will be present to answer 
questions put by visitors to the 
Refrigeration and Air Condi- 
tioning Exposition to be held in 
Cleveland, November 9-12. 
Displays will be staged by some 
200 companies and in its en- 
t:rety the show will be the 
largest ever undertaken in the 
field. Sponsored by the Refri- 
geration Equipment Manufac- 
turers’ Association, four halls 
of the Public Auditorium will 
be utilised. 

Manufacturers’ shipments of 
room air conditioners for the first 
half of this year have been at a 
rate of 215 per cent over the 
same period last year, according 
to the Air-Conditioning and 
Refrigeration Institute. On this 
basis, 1953 shipments will exceed 
a million units. 

Acceptance of the room air 
conditioner by the public as a 
means of greater comfort, health, 
and efficiency in the home, plus 
its ready adaptability to. small 
offices and shops is reflected by 
the fact that the amount sold this 
year looks like being I1 times 
greater than in 1949, 

Buying is largely on the instal- 
ment basis. While the saturation 
point is being approached faster 
in offices than in homes, an 
Institute official has stated that it 
is the purchase of room air con- 
ditioners by the public for their 
homes which is the cause of the 
great increase. 

y * * 

A new advertising campaign in 
the New Yorker, Time, and Holi- 
day magazines which will use the 
“utility” approach to stimulate 
the sules of the automatic electric 
dishwasher has been announced 
by the Hotpoint Company. This 
will be the first time in the appli- 
ance field that any major manu- 
facturer has attempted to adver- 
tise the dishwasher in leading 
consumer magazines using the 
“utility” approach instead of the 
“appliance feature” approach in 
selling dishwashers to the public. 

According to Gordon G. Hurt, 
advertising manager to Hotpoint, 
“The same features story has 
been told over and over again on 
various appliances, Features have 
their place in appliance selling 
and merchandising (but) this 
new campaign will play down 
features . and play up the 
utility value.” 

Campaign ads will run about 
once a month to give the reader 
a chance to absorb the sales 
message and give the ad more 
sales appeal. Not more than 80 
words of copy will be used and 


Utility copy line for 


electric dishwashers 


these will set forth the usefulness 
of the dishwasher in terms of 
modern. living. Layout treat- 
ments Wilf not use cuts or photo- 
graphs. Illustrations will take the 
form of silhouette outlines. 

There has long been a mutual 
agreement among appliance 
manufacturers that a new ap- 
proach is needed if a high profit 
item like the dishwasher ts to 
take its place among the big ap- 
pliance sellers market, Mr. Hurt 
has said: “Hotpoint’s new 
‘utility’ advertising approach is a 
step in that direction.” 


Germany 


_ Aerial poster towing is boom- 
ing in Germany, As a result of 
a visit paid by Pearce Smith, 
of Aero Publicity, an agent has 
been appointed to handle aerial 
poster programmes, 


France 


Just launched in France, is 
L'Actualite Publicitaire, a 
monthly, intended to give to the 
advertising agents a digest of all 
the advertisements appearing in 
one month. The advertisements 
are classified by trade or category 
and are reproduced reduced to 
one-third by photographic pro- 
cess. 

The aim is to survey the adver- 
tisements appearing throughout 
the world, and already not only 
the French but also the British 
press is covered. The editor does 
not propose to select the adver- 
tisements for their artistic or ad- 
vertising value. He is merely 
collecting all the advertisements 
appearing during the month and 
reproducing them without com- 
ment. The ‘ournal is aot meant 
asa critic of the work of adver- 
tising agents but only as a tool 
for them to see what is happen- 
ing in a particular field. 


India 


_ Formed in Bombay a_ few 
months ago the Trade Marks 
Owners’ Association of India Ltd. 
now has 56 members. The main 
Objects are to approach the 
government for measures designed 
to protect their interests in India 
and abroad, to record and publish 
important case histories and judg- 
ments and other related matters, 
and to arbitrate in trade mark 
disputes. 

Sneaking at its first genera! 
meeting K. T. Chandy, the chair- 
man, said that the importance of 
trade marks could not be over- 
emphasised. During the past 
seven or eight years, he pointed 
out, there had been an alarming 
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Air conditioners are being installed in great numbers across the United 

States. This 4 h.p. model unit designed to harmonise with any room 

setting, produced by the York Corporation, stands before the window 
and supplies fresh clean air all the year round. 


increase of infringements and 
counterfeits of well-known trade 
marks over a wide range of pro- 
ducts and affecting many indus- 
tries. A rapid survey made by 
the Associated Chambers of Com- 
merce about two years ago re- 
vealed that the detected cases 
known to members of its consti- 
tuent bodies exceeded 10,000. 
The chairman disclosed that the 
Indian government proposed to 
undertake a comprehensive over- 
haul of the Trade Marks and 
Indian Merchandise Marks Act. 
An expert committee would soon 
be appointed to review the work- 
ing of these acts and suggest mea- 
sures for improving their adminis- 
tration in the national interest, 
and for preventing evasion of law. 
He urged that the Association 
should be given its due recogni- 
tion on the expert committee and 
suggested that the terms of refer- 
ence should be sufficiently wide 
to covervall laws bearing on the 
subject under consideration. 


Japan 


There wil! be 25 commercial 
radio stations fully operating in 
Japan by the end of this year. 
Excessive competition which has 
been a handicap to commercial 
broadcasting in some Latin 
American countries and the 
United States, will be avoided. 
Apparently no more than three 
to four stations will be licensed 
in Tokyo and Oscaka, and only 
one or two in other cities. At pre- 
sent, there are two _ private 
stations each in Tokyo and 
Osaka, and 15 cities have but one 
station, 

Commercial broadcasting has 
won acceptance and approval in 
Japan but according to Arno G. 
Huth, consultant to the Pan 
American Broadcasting Com- 
pany, several problems will have 
to be solved before it is firmly 
established all over the country. 
Huge expenditures for increas- 
ingly large staffs. the shortage of 
talent outside Tokyo, the need 
for the stations to produce the 


programmes themselves, since 
most advertising agencies are not 
yet equipped to supply pro- 
gramme material, and especially 
the need to establish network 
connections, cause serious head- 
aches. 

A limited amount of pro- 
gramme exchanges between 
various private stations has 
helped somewhat to reduce pro- 
duction difficulties. It is hoped 
that the exchange of programmes 
with a station in Hawaii broad- 
casting in Jananese. as well as 
with other stations in the world 
and particularly in the United 
States, will make it nossible to 
overcome the shortage of pro- 
gramme material. 

Besides Jananese companies, 
U.S. advertisers are using the 
commercial facilities. At the be- 
ginning, advertising was placed 
only on a few local stations, but 
the first big contract has just been 
signed by Mission Beverages 
which bought time on 10 stations, 
thus ensuring a wide coverage. 
Several other big American ex- 
porters seem to be interested in 
Japanese stations. 

The princinal snonsors in 1952 
were oharmaceutical companies 
(using 14-08 per cent of the total 
commercial time), the machine 
industry (12-6), insurance com- 
nanies (9-3), cosmetics (8-2), 
foodstuffs (7-8) and denartment 
stores (7:5). Ship building and 
electric companies, which did not 
advertise extensively in nows- 
papers, utilised commercial 
broadcasts for public relations. 

Regular television programmes 
began in Tokyo last February. 
Two private companies have ap- 
plied for and have received 
authorisation to establish com- 
mercial stations; the Japan Tele- 
vision Network Company, headed 
by a veteran newsnanerman, and 
Television Osaka, founded by a 
group of 50 prominent business- 
men in that city. Radio Tokyo 
and other private stations have 
likewise exnressed interest in 
television. 
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MULTIPLICATION 
stein sat eg OAR os 


vritten or printed matter; that produces photoprints |. -kly; that makes 
litho plates for the “ office offset”; what is it th: ‘ves all this ? 
Why, the Mervac — the versatile Mervac, si''\ g there in its corner of 
your office, always ready to co ‘ts stuff, taking little 

ENLARGEMENT ooo cccine tn 

skill to operate. There are models for every 

kind of business. What’s yours ? 

Grant Production Co. Ltd., 4 Rathbone Place, 


reouron | 


+ es 


London, W.1 (Museum 8717) 


mf 


Whenever you require an en'arged, 
reduced or same-nze photoprint, 


the Mervac Photoprojector gives 
you a quick one, 
mm 6F , ; ‘ ‘ vis < 


a 


A. DAVIES & CO (Shopfitters) LTD 
HORN LANE, LONDON, wW.3 
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AD. MAN’S WORK 
FOR MEDICINE 


How many, | wonder, of those 
who attended the pleasant party at 
the Savoy given by William EF. 
MeKeachie (chairman) and the 
other directors of MoCann-Erickson 
Advertising for Emerson Foote 
are aware that in addition to being 
executive vice-president of McCann- 
Erickson, Inc., and a distinguished 
advertising man, Mr. Foote has done 
very notable work in America on 
behalf a organisations founded to 
help médical research? 

He has been vice-chairman of the 
American Cancer Society and pro- 
minent m 
sociclies con- 
cerned = with 
arthritis, 
rheumatism, 
and heart 
troubles. 
Pressure of 
business has 
compelled 
him to. give 
up much of 
this work, but 
he is still a 
governor of 
the Mennin- 
ger bounda- 
tion, a psychiatric body, and only 
ihis year he received the Clement 
Cleveland Medal — the highest 


award to 


cancer work 


lay people interested in 
for his activities on 


the propaganda side of the cancer 


movement, 


Mr. Foote told me that the pur- 


pose of 


acquainted” one. 


his visit was a “get 


It is his first trip 


to Europe since he joined McCann- 


Erickson in 
veying the 


1951. He has been sur- 
agency's set-up and 


meeting clients not merely in this 
country but also in Paris, Brussels, 
Germany, and Scandinavia. 

The party was mainly for clients, 
though I noticed E. J. Robertson 


(chairman, 


Express group) who was 


present in his capacity of president 


of 
Drummond 


the Advertising Association; 


Armstrong, director of 


the Institute of Incorporated Prac- 


titioners in 


Advertising; and Leslie 


W. Needham (director of advertis- 
ing, Express group) who is a per- 
sonal friend of Mr. Foote. 


* 


* * 


QUEEN of the Fair for Richmond 


and 


Twickenham, 


Miss Patricia 


Sullivan, 23-year-old receptionist for 


Auger & Turner Lid., was 
with her badge of office 


resented 
y Eliza- 


beth Allan a few days ago and was 


crowned Qu 


For the 
August 22 


een last Saturday. 
duration of the fair— 
29, Miss Sullivan is to 


feature in Britvic advertising for the 


area, 
for Britvic. 


° 


Auger & Turner are agents 


ADVERTISING MANAGER’S CORNER 


Every Mod. Con. | 


Up to now, the horse (or is it the dog?) has been 
universally acclaimed as the friend of man. For our 
part, we'll settle for the Mod. Con.; the little 
contraption of wheels and wires that makes life run 
smoother and takes the worry out of work :— the 
Tube train, the batchelor’s button, and the boneless 


kipper. 


Nothing that saves time and trouble has to knock 
more than once on the Harris front door. 
find that this philosophy leaves us with more time 
and energy for helping to make things run smoothly 


for our customers. 


We 


of Mod. Cons.) find that by handing the hard work 


Our customers (who put us high on their own list | 
| 


over to Harris they are able to devote more time to 
their study of that great and noble friend of man, 
the horse (or is it the dog?). 


| 
distinctive showcards, clever cut-outs by | 
| 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29-30 KINGLY STREET, LONDON, W.1 
Tel. : REG 3295-6 


G. O. 
a salver to C. R. 


Nickalls (right) presents 


Venner, 


Silver salver for 
the client 


GRESTURE as unusual as it was 
charming was performed the other 
day by G. O. Nickalls on behalf of 
Alfred Pemberton Ltd., when he 
presented a silver salver to C. R. 
Venner on the occasion of his retire- 
ment from the position of secretary 
to W. & A. Gilbey Ltd Indeed 
Mr. Nickalls’s claim that this par- 
ticular occasion, as between agency 
and client, might be unique in the 
annals of advertising, was probably 
justified. 

He recalled that when Pember- 
ton’s first handled the Gilbey ad- 
vertising nearly 25 years ago, Mr. 
Venner was, among many other 
activities, the advertising manager. 


Under the 
spreading 
Balsam tree 


BRARELY have I seen a more 
delightful confirmation of Dr. 
Johnson's saying that “Promise, 
large promise is the soul of adver- 
tising” than the following specimen, 
culled by a correspondent from a 
Manual of Arithmetic published in 


1719. (And what price knocking 
copy?) 
“There is lately brought from 


Chili, a Province in America a most 
Excellent Balsam, far exceeding that 
of Peru and Tolu, in curing most 
Diseases in human Bodies; as it 
hath given Demonstration: “Tis a 
Remedy no Man under the Sun can 
compose, as being a most Odori- 
ferous and Natural Balsam. It 
cures all Pains proceediag from 
Cold, corroborates the Stomach, 
creates an Appetite, and strengthens 
the whole Body: It is a wonderful 
Remedy for all internal Sores, 
Bruises, Ulcers, etc., and mightily 
helps all Asthamatical Distempers : 
Tis also a great Cephalick, helping 
most Diseases of the Head, and 
strengthening the Brain and Nerves: 
It kills the Worms, provokes Urine, 
and is good against the Stone; helps 
all Fluxes of the Belly, is excellent 
in all Diseases of the Ears, especi- 
ally Deafness; It also cures all 
manner of green Wounds. 

“Whereas the Balsam of Chili, 
has been Sold by Mr. Eben Tracy, 
Bookseller, at the Three Bibles on 
London Bridge this Thirty Years last 
past, but since his Decease, Mr. 
John Stuart, Stationer, at the Three 

ibles and Ink-Botiles, at the corner 
of the Square on London Bridge, 
has made a Sham sort which is an 
Imposition on the Publick. 

“Note, the right Sort is only to 
be had of the Widow Tracey, Book- 
seller, at the Three Bibles on Lon- 
don Bridge, at Is. 6d. the Ounce; 
the Bottles are Sealed with the 
Balsam Tree.” 
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EGGING HIM ON 


THERE are few surer ways of 
“starting something” than to break 
out into verse. Two weeks ago this 
journal reproduced a poem begin- 
ning “The time has come the 
chicken said, to talk appropria- 
tions,’ which was part of a cam- 
paign directed at advertising agents 
by Modern Poultry Keeping and The 
Small Farmer. 


D. D. Woolf, iis acting advertise- 
ment manager, tells me that many 
messages were received expressing 
thanks for the gift of a chocolate 
egg that accompanied the poem. He 
also passes on to me the following 
bright effort, written by J. Seryck, 
space buyer of Richard Potts & 
Partners Ltd.: 

The time has come, the Space 

Buyer said, 
To have hallucinations 
Of chocolate eggs, and 
misspent sums, 
On massive conurbations; 
When R.P.P. have got the client 
Which makes me say “good 
eR, 
Then M.P.K. will have the 
fruits 
if only just one leg. 


Double life 
MEAN who has led a “double life” 


and made a considerable success 
in both of them—is John P. Wynn. 


He is now doubly in the news. 


His new radio series, “What Do 
You Know?” is now enjoying a 
twelve-weeks run. And last week 
it was an- 
nounced that 
he had re- 


signed his job 
as P.R.O. and 
pu b lications 
editor of the 
National Cash 
Register Co., 
Ltd., to estab- 
lish his own 
public rela- 
tions § organ- 
ation. 

Mr. Wynn's 
career in pub- 
lic relations 
One of the foremost 


is impressive. 
authorities in this country on indus- 


trial journalism, especially house 
journals, he is a founder member 
of the British Association of Indus- 
trial Editors and has been its hon- 
orary secretary since its inception 
in 1949. He is the author of more 
than four hundred B.B.C, radio and 
television programmes _ including 
“Inspector Hornleigh Investigates” 
and “Gordon Grantley, K.C.” 


‘Contact 


WEEKS WISECRACK 


“ww 


“Our PR chaps say Dr. 
Kinsey would agree that 
one doesn’t measure the 
value of publicity in 
column inches.” 
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ADVERTISER'S WEEKLY 


new rate £1 4 0 per page 


AND PRO RATA 
based on guaranteed net sale of 220,000 


(If sales fall below that figure advertisers will receive a proportionate rebate) 


Vigorous editing, plenty of pictures 


ASTOUNDING 
and first-class printing are PROGRESS... 


zooming the sales of Photoplay, 


“Ds, and advertisers have had a 19SE jiv—voec 137,110 
ie ; alc : 
ih bonus circulation for a long time. 
Fo = 
% Contracts placed prior to JAaN—june 160 3383 
és 1952 


ly 20th wil 
July 20th will be honoured at the jur_yr—vec 182,761 


old rate of £100 per page up to 


and including the December issue. PRESENT SALE EXCEEDS 220,000 


PHOTOPLAY 


1/3 MONTHLY 


The Wolds Top Film Magagine. 


A. H. McISAAC + ADVERTISEMENT DIRECTOR 
ARGUS PRESS LTD + 8/10 TEMPLE AVENUE * LONDON EC4 + CENTRAL 3514 
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Fliustrated’ feature gels strong 


backing from 


Odhams Press report enthusiastic 
backing throughout the trade for the 
toys and games feature projected for 
IMustrated’s issuc of November 28. 

Manufacturers have welcomed the 
scheme and retailers throughout the 
United Kingdom have pledged sup- 
port with tied-in counter and win- 
dow displays. 

Response to the first announce- 
mem of this feature, in the June 
issue Of Voy Trader has been 
heavy, Approximately 12 per cent 
of inquiries received are from re- 
tailers in the Greater London area; 
40 per cent of the remainder are 
from the major cities and towns of 
England, with emphasis on the 
Midlands. Inquiries have also been 
received from remoter districts as 
far apart as Cornwall and Scotland 
Wales and the Fast coast 

Negotiations are in progress for 
special displays in some of the larger 
provincial stores, and Odhams Press 
are to distribute some thousands of 
display pieces tying in with the 
publication of the /I/ustrated feature, 

Sa * * 

Hanson Books Lid. are launching 
Plays and Players, a monthly pic- 
torial magazine about the theatre, 
the first issue of which will be on 
sale September 30. The print order 
is 15,000 and, for the first six num- 
bers the advertisement rate is £25 
a page. Miss Anne Gardiner will 
be advertisement manager for this 
journal and its two companion 


WHY ARTISTS USE 
KODATRACE 


the toy trade 


| magazines Dance and Dancers and 
| Music and Musicians. Advertising 
for the new monthly includes direct 
| mail to 100,000 theatre Jovers. 
* * . 


A promotion brochure issued by 
Simpkin, Marshall Ltd. gives long 
lists of publishers who advertise in 
Books of the Month. Circulation 
is stated to be over 100,000, distri- 
buted by booksellers, embassies and 
consulates, libraries, and industrial 
undertakings. 


Heavy publicity for 
new A.P. venture 


Extensive advertising with full 
pages in the Daily Express and the 
Radio Times will be used by 
Amalgamated Press to launch their 
new TV Mirror, selling at four- 
pence, next week. The campaign 
will also include half-pages in the 
Daily Mirror and Weekend Mail 
and other large spaces in the Daily 
Mail, Daily Telegraph, and Reveille. 
Included in the first number will 

a free 12-page booklet-——“TV 
Who's Who and Photo-Quiz.” 
” * * 


Flight (Associated Iliffe Press) is 
pubiishing three special enlarged 
issues covering the Society of 
British Aircraft Constructors’ 
annual flying display and exhibition 
at Farnborough. 


to see 


Kodatrace is more transparent. It has a 
prepared drawing surface which will take the 
finest detail in pencil, pen or airbrush — It ts 
easier and quicker to work on and, because 
it is dimensionally stable, drawings remain in 


true proportion for all time 


Send for leaflet and test sample 
SOLE DISTRIBUTORS 
H. C.. STERN 


KINGSWAY, LONDON, W.C.2. 
HOL 6086 


CRAVEN HOUSE, i121 


Telephone 


Kodatrace is transparency itself 


Kodatrace 


THE MODERN TRANSPARENCY 


The quality of 


Supplied in 90° and 40° wi 
in rolls of 20 yards and f 
rolls of 10 yards 
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Exhibition ran 
for 13 days 


The north-east coast Ideal 
Home, Trades and Industries 
Exhibition, sponsored by the 
“Newcastle Journal” and 
“Evening Chronicle” attracted 
a total attendance of 184,176— 
an average of just over 14,000 
a day for each of the 13 days 
the exhibition was open. Had 
it not been for the storms last 
Thursday and Friday, the 
organisers are confident atten- 
dances would have exceeded 
200,000. 

The exhibitors report excel- 
lent business. 

*See “Outside 
page 333. 


London,” 


What is claimed as the first film 
composite page in a national news- 
paper since the war appeared in 
the Daily Sketch in connection with 
the Metro-Goldwyn-Mayer film 
“Young Bess.” Surrounding the 
editorial were advertisements for 
the film itself, Newman Slippers, 
Scroll Pens, Castle Firclighters, and 
Ricci Michacls Ltd., the gown 
people, 

* * * 

To announce their new competi- 
tion first prize, a Hillman Califor- 
nian car the News Chronicle on 
Tuesday published a four-page folio 
size news-shect. In addition to giv- 
ing details of the contest it in- 
cluded a full page adveytisement by 
Hillman Motor Car Co., Ltd., a full 
page of classified ads. from dealers 
throughout the United Kingdom. 
and many other advertisements. 


Flowers by air 


The Evening News Flower Show 
opens at Olympia to-day (Thursday). 
Fresh flowers flown from gardens 
and jungles all over the world will 
come from over 20 countries. 

* & & 

E. McDonald Bailey, British sprint 
champion, who is to play for Leigh 
in the Rugby League, is to write in 
the Manchester Evening Chronicle 
every Thursday on rugby topics. 

* * * 

The Tenby Observer celebrated 
its centenary last week. It is the 
oldest newspaper in Pembrokeshire. 

* * * 

Ship & Boat Builder and World 
Fishing, both published by John 
Trundell (Publishers) Ltd., have 
been using duplicated letters, illus- 
trated by comical drawings, as pro- 
motion material for direct mail to 
advertisers and agents. 

* * * 

A series of six extracts of the 
hitherto unpublished Boswell’s Diar) 
of his Grand Tour in Germany and 
Switzerland will start in Punch on 
August 26, Ronald Searle has done 
the illustrations. 


* * * 

The Tatler and The Sketch have 
produced new colour folders an- 
nouncing their Autumn Fashion 
Numbers, both appearing on Sep- 
tember 23. 


* + * 
Wireless & Electrical Trader is 
producing three special numbers 
covering the 20th National Radio 
Exhibition, Earls Court (September 
1-12). 
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We Hear 


Rumour that the B.B.C. is pro- 
posing to launch a new television 
weekly is denied by G. S. Strode, 
head of B.B.C. Publications. 

. * * 

Newman Industries Ltd., of Yate, 
Bristol, engineers, have issued a 
little folder, entitled “The Final 
Test... Folded, it looks like a 
miniature cricket bat; opened, it 
shows factories and products. 

* > *” 

The total of advertising agencies 
now in the British Direct Mail Ad- 
vertising Association has risen to 49, 
the latest firms joining including 
Alfred Bates & Son Ltd., Holman 
Advertising Ltd., Masius & Fergus- 
son Ltd., and Mason-Peacock Ltd. 


Facts about B.R. 


The Railway Executive has now 
issued the 1953 edition of Facts and 
Figures About British Railways. A 
limited number are obtainable free 
on application to the office of the 
Executive's public relations depart- 
ment. 


* * * 
Members of the British Sales 
Promotion Association visited 


Watson House, research and training 
centre of the North Thames Gas 
Board, recently, and were welcomed 
by Leslie Hardern, the Board's 
P.R.O., and organiser of the tele- 
vision programme, “Inventors’ 
Club.” 


¥* * * 

The Apparel and Fashion Indus- 
try’s Association is issuing, on 
behalf of its members, the third 
edition of its official list of showing 
and sample dates and provincial 
tours as part of its information ser- 
vice to retail buyers. 

* ¥ * 

No fewer than six Temple Press 
monthlics will be on display at the 
Engineering and Marine Exhibition 
being held at Olympia from Septem- 
ber 3—-17. 


The big screen 


The B.B.C. televisian studio, with 
accommodation for an audience of 
1,000 at this year’s Radio Show at 
Earls Court will include a cinema- 
size television screen. In addition 
to seeing the studio performance the 
audience will see the picture which 
is going out on the air. 

* * * 

To counteract “the customary 
summer slump in blood donations” 
the Advertising Council in America 
are using “Give blood to someone 
who can’t take a vacation” as a 
slogan in their co-operative advertis- 
ing. 


* + * 

The Australian Association of 
National Advertisers celebrates its 
silver jubilee in October. 

* * * 

A European Packaging Federa- 
tion has been formed with head- 
quarters in Paris. Britain has been 
asked to join. 

* ¥* * 

Over 100,000 people have visited 
the “space ship” which has been at 
Scarborough since Whitsun. This 
realistic model was constructed for 
the Borough of Scarborough by 
Pictorial Display Ltd., an associate 
company of Pictorial Publicity Ltd. 
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®@ Continued from page 305 


Agency spotlizht on 


South Wales een STITCECGR 


the money is spent and sees that 
a “fair proportion” is spent on 
himself. “We were told of a 
coach trip to London when 34 
men and a driver drank 70 crates 
of beer in quart bottles — 560 
pints well before reaching 
London.” 

Good quality food has always 
been a feature of South Wales 
life—a fact again cited as point- 
ing to “man-domination.” Per- 
sons in the grocery trade stated 
that even in depression days the 
demand was for high quality. 
Grade I salmon is wanted; Grade 
Ill is often rejected. Besides 
quality a worker in heavy indus- 
try also wants quantity. The 
result is the spending of a rela- 
tively high proportion of income 
on food. A nationwide research 
organisation reports that the de- 
mand for grocery products in 
South Wales is “equally as 
buoyant as the rest of the United 


Kingdom, in fact, if anything, 
better.’ 

There is no _ ewidence that 
money is being saved. More 


people are saving less, 

Apart from television and radio 
sets there is not any undue spend- 
ing on household appliances and 
houses themselves. House pride 
is very much allied to ownership 
of home, and in South Wales it is 
rare for the industrial worker to 
own his home. The majority of 
miners’ houses are now owned by 
the National Coal Board and 
local councils. 
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GROCERY SHOPS 


. 
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ae with money to spend go 
to the towns. The cities become 
more prosperous and, therefore, 
more glamorous; the range of 
merchandise is much greater. The 
attractiveness of the cities as 
shopping centres is increased 
while the valley towns and 
villages struggle to improve their 
situation. It will be a long time, 
if at all, before this situation is 
changed. It is questionable 
whether the opening of a well 
run, attractively priced shop sell- 
ing high-cost goods in a mining 
town would succeed. The attrac- 
tiveness of the cities is too strong 
and the habit of visiting therm 
now well established. 

The general standard of local 
shopkeeping in the cities is very 
low--there is little sign of sales 
promotion—and buying will have 
to be keen to beat the multiples. 

Except for grocery shops there 
does not appear to be any sub- 
stantial difference in the numbers 
of shops in relation to the popu- 
lation compared with other areas. 
There are more grocery shops in 
South Wales than elsewhere 
they are smaller shops—and this 
tends to make grocery whole- 
salers important. The long 


straggling alleys and the in- 
numerabk small communities 
may mea that apart from 
economic .. nsiderations more 
salesmen needed to cover the 
territory «.\-quately. 

Anothe’ reason for advising | 
additional .lesmen is the poor 
quality o! ‘he shops themselves. 
Generally peaking the standard 
of shopke: ing and display is low 
and it is gested that properly- 
trained sa. .men can do a lot to 
improve s situation. Shop- 


keepers cu 
prove thei 
sales pror 
use uD rr 


be encouraged to im- 
window dressing and 
tion, but this would 
esentatives’ time. 
PPP PREPRESS LEE SESE 


: BUYING HABITS 


Those manufacturers anxious 
to preserve the prestige of their 
product, by only retailing 
through h ch-class shons must 
have a diflicult time outside Car- 
diff and Swansea, states the re- 


port. If such manufacturers 
wish to improve their situation 
they must encourage retailers in 
every way, «s not much “trading- 
up” on retailers’ own initiative 


can be exnected. 


The working party recommends 


that Welshmen should be used as 
representatives rather than 
Englishmen. Although there is 


no antagonism to British products | 


as such, there is, naturally, a 
more friendly feeling on the part 
of shopkeevers to Welshmen. 
There is fellow feeling for Scots- 
men and there is considerable 
advantage in a representative be- 


ing able to say a few words of | 


Welsh. 

It was found that, generally, 
women do not take as much in- 
terest in their personal appear- 
ance as in England. Clothes are 
plain rather than smart and it is 
a safe guess that fashion operates 
more slowly. The nonconformist 
attitude persists and this probably 
has some dampening effect on 
cosmetic use 

Several times the working party 
were told by both Welshmen and 


Englishmen that the Welshman is | 


slow to take uo anything new or 
alter his habits. The words “con- 
servative,” “suspicious,” and “un- 
enterprising” were quoted. 

It is extremely significant that 
clients experiencing the most 
difficulty in South Wales are 
those with a fairly short history 
of trading. Those manufacturers 
who have risen to prominence 
since the war have not yet been 
long enough in the South Wales 
market to break down cautious 
buying habits and loyalty to long 
established products. 

The Welsh like to deal with 
people they know and products 
they have experienced. The re- 
sult is that it is very hard to 
switch brand loyalty. 


ADVERTISER'S WEEKLY 
* * 


AF'T 


A MONTH 


From January to June 1953 sales 


of stitcucrart rose to 227,916 


copies a month (ABC AVERAGES) 


an increase of 12,990 monthly 


or a little over 6 per cent. 


Advertisers with goods or services 
to sell to women who dress-make, 
knit, sew, embroider, cook— to 
women interested in any homely 
arts or crafts — have a ready-made 
market in tlic readers of 


STITCHCRAFT 


Advert M , 8. H. HOWDEN, Stitcheraft Limited, 
Great West Road, Brentford, M ‘dlesex. Telephone : Ealing 6283 
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Current Advertisin 


ti 
pe 


Heavier winter campains are 
planned for wool 


Gillette’s new 
shaving line 


Gillette Industries Ltd. are enter- 
ing the shaving cream market. Ad- 
vertising will break on October 1 
with a full page in the Daily Mail. 

Both a lather and brushless shav- 
ing cream are being introduced. 
Both contain K.34—an antiseptic 
which, it is claimed, has been shown 
to kill 99 per cent of the bacteria 
ordinarily found on the face. 

The ingredient K.34 will be fea- 
tured strongly in the advertising. 
The launching campaign will be 
“very powerful” and the schedule, 
in addition to the Daily Mail full 
page, includes half-pages in the 
Daily Express and Daily Herald, 
and other large spaces in the 
national dailies. 

Both the brushless and lather 
creams ‘will be sold ip tubes, retail- 
ing at 2s. 3d. and 3s. 6d. W. S. 
Crawford Ltd. are the agents. 


To fight colds 


A large winter campaign is being 
ylanned by Potter & Clarke Ltd. to 
ones a new = line—crystallised 
catarrh pastilles. 

The campaign will break on 
Thursday, September 17 with a large 
space in the Daily Mail. This will 
be followed by other dominant 
spaces in the national and provin- 
cial press and magazines 

A sales character, which will be 
featured on counter display units, 
has been designed in the form of 
an animated boxer made up from 
the crystallised pastels. One of the 
main slogans will be “Knock out 
Cold!” 

full page advertisements in two 
colours have broken in the trade 
press. Dudley Turner & Vincent 
Ltd. are the agents. 


Sales leap after 
gift offer 


Sales of Energen breakfast flakes 
in Norfolk have increased by several 
hundred per cent following a cam- 
paign in that area earlier this year. 
Customers who bought a box of 
Energen rolls, price 2s. 6d., were 
given a box of breakfast flakes, re- 
tailing at Is, 4d., free. 

Now a similar scheme is being 
planned for Kent in October. The 
offer will be supported by advertise- 
ments in the Kent Messenger, the 
Kentish Gazette, and the Kentish 
Express. Energen breakfast flakes 
are described as the only starch 
reduced beeakfast flake on the 
market, 

The campaign is handled by the 
General Advertising Co. Ltd. 


Book Design Show 

The Fourth International Fxhibi- 
tion of Book Design arranged by the 
National Book League will be 


opened on Tuesday, September 1, 
1953, at 7 Albermarle Street, Picca- 
dilly, W.1, by Major-General L. O. 
Lyne, chairman, executive commit- 
tee, United Nations Association, 


Expenditure on wool advertising 
this winter, it is forecast, will be 
heavier than ever before. Two 
firms have already announced record 
campaigns-—Patons & Baldwins Lid. 
and the Readicut Woo! Co., Ltd. 

The main feature of the P. & B. 
campaign will be the distribution of 
one million copies of a 48-page 
knitting book through press adver- 
tising and by retailers. 

The book will be offered free in 
a campaign which will include half- 
pages in the Radio Times, Woman's 
Own and Woman, and a two-third 
page space in Woman's Weekly. 

The booklet, printed in colour 
gravure, includes five knitting 
designs, illustrated in colour, and 
other instructions and information 
on knitting. 

Pp, B. press advertising this 
year will feature the Tangle-free ball 
which has been designed to save 
knitters from winding wool from the 
skein. Osborne-Peacock Co., Ltd., 
are the agents. 

The Readicut Wool record press 
campaign will include full pages 
and half pages in colour in all 
leading women’s’ magazines, 
in John Bull, Ilustrated and Picture 
Post, quarter pages in Radio Times 
and monotone advertisements in 
magazines, national dailies, Sundays 
and provincial press. S. C. Peacock 
Ltd. are the agents. 


they re TANGLEFPREE 
so the last yard 


WOOLS 


SS A BALOWINS TIMITED 


One of the ads. to be featured in Patons & Baldwins winter campaign. 


Rayon gets second big ad. boost 


The second national advertising 
campaign for Rayon will be 
launched by the British Rayon and 
Synthetic Fibres Federation on Sun- 
day, September 6. The agents, 
Dudley Turner & Vincent Ltd., say 
that the campaign is designed to 
“carry on from the spring campaign 
and, in particular, to rcinforce the 
marked success of the co-operation 
with retail fashion stores which was 
achieved at that time.” 

The theme of the advertising will 
be “Rayon is exciting —-for price, 
for choice, for every occasion.” 

The press and magazine adver- 


e AT 
ACCOUNTS MOVING: 


London Ferro-Concrete Co., 


NEW ACCOUNTS: 


A GLANCE e 


tractors (trade press) to Allardyce Palmer Ltd. 


Measuring Instruments (Pullin) Ltd., makers of electrical and 
electronic instruments (trade press) for Rooster Publicity Ltd. 


Ltd., civil engineers and con- 


(Teddington); Foster, Blackett & James Ltd., paint manufac- 
turers, for Doig Advertising Ltd. (Newcastle upon Tyne); 
Plantool Company, makers of composite gardening implement 
(gardening and national press) and the Crown Engineering 
Company, pump manufacturers (trade and technical press) for 
D. H. Brocklesby Ltd. 


NEW CAMPAIGNS: 


Sovereign Ale, brewed by Friary, Holroyd & Healy's 
Breweries Ltd. (T. B. Browne Ltd.), local county newspapers; 
Readicut Wool (S. C. Peacock Ltd.), national daily, Sunday 
and provincial newspapers, women’s and weekly magazines; 
Rootes Group (Basil Butler Co., Ltd.), national daily and 
Sunday newspapers, illustrated magazines and trade press; 
Patons & Baldwins wool (Osborne-Peacock Co., Ltd), Radio 
Times and women's magazines; Bilston Knight continuous 
burning fire (Edward Hilton Advertising Ltd. (Birmingham) ), 
national daily newspapers, women’s magazines and trade press: 
Wyvern continuous burning fire (Osborne-Peacock Co., Ltd), 
London, provincial, architectural, and trade press: Potter's 
crystallised catarrh pastilles (Dudicy Turner & Vincent Ltd.), 
national, provincial, and trade press, and magazines; Energen 
Foods Co., Ltd. (General Advertising Co., Ltd.), Kentish news- 
papers in October; Arvin electric shaver (Saward, Baker & Co., 
Ltd.), Radio Times, Daily Mail, Daily Express, and trade press; 
Gillette shaving creams (W. S. Crawford Ltd), national news- 
papers and trade press; Rayon (Dudley Turner & Vincent Ltd.) 
national daily and Sunday newspapers, London evenings, pro- 
vincial daily and evenings, women’s weekly and monthly 
magazines and trade press; Dunlop weatherbeaters and rubber 
boots (Charles F. Higham Ltd.) national daily and Sunday 
newspapers, provincial, farming and trade press ‘ 


tisements will feature a_ series of 
fashion sketches by Tage Werner 
who drew the poster for the spring 
Rayon campaign, The sketches 
show party dresses in taffeta, velvet 
and satin, cocktail dresses in poults 
and failles, a housecoat in brocade, 


This circular showcard has been 

designed for use in furnishing fabric 

stores and departments as part of 

the second Rayon publicity drive. 

It depicts a convex wall mirror in 

which a tastefully furnished room 
is reflected. 


lingerie fabrics, and an autumn suit 
in spun rayon. 

Three showcards and other dis- 
play material repeat the sketches in 
full colour while a 12-page, full 
colour booklet “Rayon is Exciting” 
is now being ordered by the stores 
for distribution from the counters. 


Half-pages booked 


Rayon furnishings wil] also be ad- 
vertised in the coming campaign. 
A series of special advertisements 
will appear in home interest maga- 
zines and a showcard in the form 
of a convex mirror has been de- 
signed for the stores. Media being 
used include half-pages from Sep- 
tember to December in an extensive 
list of women’s magazines. News- 
paper advertising will consist mainly 
of 8 in. d.c. spaces in national 
dailies and Sundays, London even- 
ings and 21 provincial dailies and 
evenings. 


Mobo toys 
W. S. Crawford Ltd. are the 
agents for Sebel Ltd., makers of 
Mobo toys, and not C. R. Casson 
Ltd., as stated in error last week. 
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Fracts and fi gures 


about Sepeen 


Advertising in the 


Dorset 


Southern Counties 


ADVERTISER'S WEEKLY 


Be CHIPPING 
NORTON 


READING WINDSOR 


11 CINEMAS 


| 


Yn é 
%, DORCHESTER 
% 


& 


CINEMAS: Jn the Southern Counties, Theatre Publicity 
can give comprehensive coverage for a filmlet campaign in 
92 cinemas, of which 34 are in the Odeon Gaumont circuit. 
COVERAGE: 7he average number of admissions per week 
in these cinemas is 569,226, representing 21°5% of the total 
population in the area. 

SHOWINGS: In addition to weekday performances in 


all cinemas, your advertising filmlet is also shown on Sunday 
in the Odeon;Gaumont circuit. 


COST: 4 campaign for 6 months in all of the 92 cinemas 
would cost £1,492 for filmlet exhibition on an alternate 


week basis, and would give a total number of impacts just 
short of 7,400,000. 


A COMPAN Wy 4IN THE J. ARTHUR 


NATIONAL FILMLET DISTRIBUTION DEPARTMENT - 


THEATRE PUBLICITY LTD - Leading Screen Advertising 


A SROADSHERT base 


iN this Series 


ed 
dealing with Campaigns 


the Registrar- se€neral’s 


On reprints 
lor each of 

; MS Will shortly be avail- 
1 you are 


Phone or send 
> 
Publ ‘ty La 


124-1: 7 
N.W.3 (AL. 


Nlerested 


4 postcard to 1 
d., Sales Promotion 
Finchley Road, Londop 
AM pstead 4424) : 


heatre 
Dept., 


This is a specimen of the way in which screen 
advertising can be used for a regional filmlet cam- 
paign. Whether you are interested in a campaign 
to give national, regiona! or local coverage, you 
can rely on the co-operation and advice of Theatre 
Publicity’s creative and distribution staffs to ensure 
top-flight production and exhibition. 


RANK ORGANISATION 


SALES & PRODUCTION - FILM HOUSE, WARDOUR STREET, LONDON, W1 (GER 9292) 
LEICESTER SQUARE THEATRE - 


LEICESTER SQUARIt LONDON - WC2 - TRA 2955/6 
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ADVERTISER’S WEEKLY 


Advertisers say: 
Daily research 
needed on 
competitive TV 


“Since the Institute of Incor 
porated Practitioners in Advertis- 
ing and the Incorporated Society 
of British Advertisers submitted 
to the Postmaster-Genera] their 
memorandum and draft sugges- 
tions on the operation of com- 


petitive television, we have con- 
tinued to watch the situation 
closely and the economic aspect 


of the new medium is engaging 
the attention of the Radio and 
Television Committee,” states the 
1S.B.A. News Sheet. 

“They regard it as absolutely 
essential that when competitive 
television becomes available ad- 
vertisers should be provided with 
a reliable viewing index based on 
day-to-day continuing research to 
ascertain audience trends. Their 
recommendations will be passed 
to the Advertising Research Com- 
mittee for consideration.” 


Salesman 


gets through 
letterbox 


Each month goes ‘' The Plumber & Journal of 
Heating,”’ through the letterbox taking with 
it @ representative selection of advertising 
from some 100 manufacturers and stockists 
to be studied by plumbing and heating 
contractors, sanitary engineers, plumbers 
merchants, builders etc.—get your message 
through, this certain way 
rates with pleasure from 


Specimen and 


DALE REYNOLDS & CO. LTD. 
32 Finsbury Square, London, E.C.2 
MONarch 1541 


A.B.©, 23,213 


The 
Largest circulation 


CANINE MAGAZINE 


THK 
DOGS’ BULLETIN 
s 
Advertising Department 
Newspaper <n TYE Lid. 
231 Strand, W 


Tel: CITy = 38A 


SILK SCREEN ARTS L’? 


97 SHIRLEY ROAD. CROYOON 
ADdOISCOMBE Bt417-6 


HIGHEST GRADE 
CLEAN © SHARP 
CRAFTSMANSHIP 


SPEEDY SERVICE 
) EXPRESS » 
DELIVERY 


| United States, 


| ment 


The Ponular Television Asso- 
ciation -the organisation formed 
to campaign for commercial TV 

is to hold a public meeting at 
Central Hall, Westminster, on 
Monday, September 28. 

Speakers in favour of com- 
mercial TV will include “a 


famous actor and actress, an ex- 
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CONTROVERSY HOTS UP 


cabinet minister, and a_ well- 


known dignitary of the Church 
of England.” 


The Association has received 
well over 100 requests, principally 
from Rotary Clubs, to supply 


speakers to meetings throughout 
_ the country. 


‘New medium would cement 
Empire friendship’ "anew 


Opponents of commercial TV 
are criticised in a 24-page illus- 
trated annual report of Pye Ltd. 

The chairman, C. O. Stanley, 
refers to Lord Rothermere’s state- 
ment in the annual report of 
Associated Newspapers that com- 
mercial TV would be bound to 
have an impact on newspapers 
and periodicals, since their 
revenue must also come from 
advertising. 

“This,” states Mr, Stanley, “is 
the first time the public has been 
informed that a powerful body of 
opposition to commercial TV is 
inspired in its attacks by a profit 
motive. This is a healthy sign, 
and nobody can blame the great 
newspapers for wanting to pro- 
tect the profit they have enjoyed 
in the past.” 


Brighter viewing 


He concludes: “Let us stay in 
the open and tell the public that 
commercial television means a 
choice of programmes; that com- 
petition will mean better and 
brighter viewing either from com- 
mercial stations or the B.B.C. or 
both, . . . Finally, it will make 
it possible for many of the 
countries that import from us, 
who to-day cannot afford to run 
a TV service because of the high 
cost of programmes, to start tele- 
vision broadcasting with the 
knowledge that there is a_ basic 
supply of good ready - made 
British programmes from which 
to draw. 


Spreading our influence 


“Commercial TV can spread 
British influence across the 
world, it can cement the bonds 
between us and the Common- 
wealth countries and, perhaps 
more than anything else, can pic- 
ture the British way of life to 
America.” 

The annual report includes 
cartoons by Ronald Searle, and a 
reprint of an article on commer 
cial TV from Punch. 


FILM INDUSTRY 


“Faced with the lessons of the 
where attendances 
have fallen by as much as 47 per 
cent, largely as a result of the 
widespread appeal of sponsored 
television, the film industry in 


| this country faces the future with 


considerable anxiety,” 
Keighley, chairman, 


says G. 
in his state- 
to shareholders in British 
and American Film Press Ltd. 


*Blab-Ol?’ 

A new American gadget, the 
“Blab-Off,” has arrived to 
provide a new problem for 
sponsors, 

As described to H. F. 
Overy, managing director, 
Willings Press Service, by a 
correspondent in the States, 
the “Blab-Off” enables the 
viewer to switch off the sound 
¢ of a commercial, or any other 
$ talk, simply by pushing a but- 
§ ton. He does not have to 
$ move from his armchair. 


Oe 


Here’s a chance 
to see it 


"Only one exhibitor at the 
Radio Show will display sets for 
competitive television,” states 
TV News-Letter published by the 
Television Information Service, 
of Piccadilly Arcade, S.W.1. 

“All other equipment manufac- 
turers have decided that their 
plans and prototypes myst be 
kept out of sight. 

“When receiving the proposals 
of the Government Advisory 
Committee, members of the 
British Radio Equipment Manu- 
facturers Association considered 
them to be tentative. They felt 
that no good purpose would be 
served if various members showed 
different types of dual-channel 
sets and adaptors. It was pro- 
posed that all members demon- 
strate this equipment in 12 
months’ time 

“This suggestion proved un- 
acceptable to Pye Ltd. On the 
Pye stand the public will have its 
first chance of seeing competitive 
TV in practice, It is believed that 


sponsored programmes wil] be 
shown.” 
The Television Information 


Service is a clearing house for in- 
formation on television. Eric 
Goldschmidt is managing editor 


APPREHENSIVE 


(publishers of the Daily Film 
Renter). 
“The Daily Film Renter,” says 


Mr. Keighley, “continues to enjoy 
the full support of the industry, 
but its advertising revenue shows 
a slight decline which must be 
attributed to the difficult position 
under which the industry as a 
whole is operating.” 
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Strike caused ad. 


copy changes 


The French railway strike led 


to several rush spaces being 
booked last week. The Polytech- 
nic Touring Association took 


several in the national daily news- 
papers to advise passengers of re- 
routing through Belgium. 

But most of the advertisements 
were from resorts and were de- 
signed to attract holiday makers 
who could no longer travel 
abroad. Butlins took several 
spaces for this purpose along with 
the Northern Ireland Tourist 
Information Centre and the 
Guernsey Publicity Committee. 

Boulogne Chamber of Com- 
merce took space in the national 
press tO point out that in spite 
of the strike Bologne harbour had 
“carried on to the best of its 
ability” and that returning pas- 
sengers and motorists had found 
the authorities at the harbour 
“most helpful.” 


Farouk beaten 
to it 


Ex-King Farouk, who is re- 
ported to be going into business 
with a multi-millionaire Ameri- 
can businessman, head of a paper, 
textile, and plastics firm, and to 
have invested £170,000 in a fac- 
tory to make stick-on plastic ad- 
vertising labels, is behind the 
times. 

The British firm, Plastic Ads. 
Ltd., have been making stick-on 
plastic labels for some three 
years. These labels, which now 
advertise many commodities, can 
be stuck on to a window or other 
flat surface, pulled off, and stuck 
on again as often as is required. 

Plastic Ads. also make “stereo- 
chromic deep view” plastic show 
cards in which the name of the 
commodity appears stereoscopic- 
ally against a decorative back- 
ground, 


MORE SALES UP 


Latest A.B.C. figures show the 
following improvements: 


Jan.-June July-Dec. 


1953 1952 
The Star 1,117,975 1,107,359 
Punch 139,677 133,742 
Countryman 83,360 78,922 


Average net sales for the North- 
cliffe Newspapers Group papers are 
certified to be in excess of the fol- 
lowing figures. Dailies: Hull Dail) 
Mail, 120,000; Grimsby Evening 
Telegraph, 55,000; The Lincolnshire 
Echo, 32,000; Staffordshire Evening 
Sentinel 110,000; Derby Evening 
Telegraph, 80,000; Leicester Evening 
Mail, 42.000; Bristol Evening 
World, 65,000; South Wales Even- 
ing Post, 72,000: The Citizen. 
Gloucester, 37,000 ; Gloucester 
Echo, Cheltenham, 30,000. 
Weeklies: Hull, Yorkshire & Lin- 
colnshire Times, 44,000; Grimsby 
Saturday Telegraph, 36,000: Staf- 
fordshire Weekly Sentinel, 30,000; 
Herald of Wales, 27,000; The 
15,000; The 

11,000. 


Gloucester Journal, 
Cheltenham Chronicle, 
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‘(EDU | CLASSIFIED ADVERTISEMENTS 


RATES: AP’ \INTMENTS VACANT, 3s, 6d. per line, 40s. per display panel in 
(TS WANTED, 3s. per line, 35s. per display panel inch. All o:). 

ONE GOOD » 4s. per lime, 45s. per dieplay’ panel tach. Minimum, 3 lines. Box WANTED 
ae plus 9d. covering postage, etc. Series rates on application; 4|) 


JUNIOR ARTIST ws te Fn oo a OE el 2 


REQUIRED 4 APPOINTMENTS VACANT FIRST CLASS 


M h k l f: Skuations \»-.nt:; “The engagement of persons answering these advertisements ms) RETOUCHING 
ust have a know edge oF: be made thr och a Local Office of the Ministry of Labour or a Scheduled Employm<: 


Agency if th «pplicant is a man de — or a woman aged 18-59 maowie. ARTI 
TYPOGRAPHY unless he or she, oF the employment. le excepted from the provistons of STs 


Order 1952.” 
LAYOUT 
DESIGN 


and be able to do finished 
art work. 


IN BLACK AND WHITE 


COPY WRITER/ VISUALISER sbadeiamsaania 


We war: an experienced and versatile a man. No Box 5257 


specimens at this stage, please, and only fully trained agency men Advertiser's Weekly 180 Fleet 6t EC4 
need apply. 


ASS!ISTANT ACCOUNT EXECUTIVE (icici erie Siaves and 


. P P electron tubes have vacancy in their 
Young man with agency training required. He must be quick, Publichty Department for an advertising 
ment in South London. accurate and thorough. assistant with some technical knowledge 
of radio and electronics. Write, giving 


Box 5336 @ Profit Sharing and Pensions Schemes apply to these po. Send full a CO SS eouctten, steweus oe. 


: a perience and salary required, to 440 
details of experience, age and salary; mark your letter ‘STAFF’. Box 5262 Ad. Weekly 180 Fleet St BC4 


Good conditions of employ- 


Advertiser's Weekly 180 Fleet St EC4 


ARTISTS 
_ * urgently required for 
PROGRESSIVE LONDON MERCHANT 


RRR EPOCH, tr 
HOUSE require a versatile young man also—A St STOUCHE 
che wil ananty quame eslelits Maddox House, 215-221 Regent Street, London, W.!. BEST CATALOGUE ILLUSTRAT- 
ome ss ss wa —~y cengpenee r." a4 
plicants shou ave sou nowledge , wi pay o acurdays rite 
of printing and be capable of writing pat ge tern, BR ge 8B Stating experience and wages: 
copy and producing own layouts. of Agency procedure preferred. Write ARTIST 
Wine, Ging Guels of ctucntien. Box 5333 Ad Weekly 180 Fleet St EC4 | 
croerseee and salary required + TYPOGRAPHER - = - . 
»« $321 Ad, Weekly 180 Fleet St EC4 ; HE requir to wor 
under direction of designer on Adver- ou es 
be or pe hg ee = tising and Publishing work. Must be RET c ER 
~ et tg oa ca able t nterpret visual and miniature ; 
cants must be capable of compiling layouts. and competent in finished art- required, first class man with TOP-LINE 


and preparing, operating and mainten- work. Salary £400 to £500 according thorough experience all classes 
ance manuals, technical specifications, 


t . . 

etc., from data and drawings. Engin- eae Weekly 180 Fleet St BO 4 of work. Flair for technical sub ACCO U NTS 
eering experience essential and prefer- : jects, wash drawings etc. an ad- 

ence will be given to applicants with GOOD ALL-ROUND General Artist for P 

knowledge of Refrigeration and Dairy small progressive studio Wrtee. giving vantage. Permanency, good con- 


Box, 5337 
Advertiser's Weekly 180 Fleet St EC4 


Engineering. Write, stating experience, details and salary requ ditions 5 day week. EX ECUTIVE 
age and salary required. io Box 5330 Ad Weekly 180. Fleet St EC4 


Box 5323 Ad. Weckly 180 Fleet St BC4 SPACE SALESMEN. jPubl shers of well- | Write or phone: 
LAYOUT ARTIST/VISUALISER  re- established = R ournals, educated 

tured by ‘leading Mancheser Recncy, | and._good clase, appeal. seek space | | BATESON & STOTT WANTED 

Th tuat ff | 1 represen atives ommission Asis ° 

to Ta aa ay a me Write. _Box 5332 Ad. Weekly 180 Fleet St BC4 45, St. Paul’s Churchyard, E.C.4. 


ng age, details of experience and | CREATIVE. Several appointments for CENtral 2664. We should like to engage 
sala expect 


ted. men of proved ability i ing | || the services of a really top- 
Box 5301 Ad. Weekly 180 Fleet St BC4 rove H “first less yy — 2 Oy pom line accounts ahdeee.: on 
WANTED: London, first am retoucher showeards Write or phone Abbey | PART-TIME P.R.O. wanted by Sol! 


and general studio, ma | Display Co. Ltd., 49, Charles Sircet, Drink Manufacturers. Send details ex could give substantial assis- 
Box 5303 Ad. Weekly 180 Fleet St BC4 W.1. GRO 8321. } perience, fees required, etc, 


to 
Box 5329 Ad. Weekly 180 Fleet St BCs | tance in the expansion (of 
A VACANCY OCCURS with a leading the agency. 


publishing ompany for an advertise 
KEEN Hi h Ci ment representa ive Splendid oppo We want a person who 


tunity for an ambitious young mar 


Write in confidence to could on the basis of salary 


YOUNG LADY is Box 5347 Ad. Weekly 180 Fleet Si P4 | and generous commission, 
REQUIRED Commercial Te eee eee erie t: | quickly earn a substantial 

—— to a, in ~~ tec four-figure salary. 

o P ‘ 4 t ! to th 

by medium sized Advertising Agency. } Colour Artist } Personnel Officer, Air. Trainers Limited Please write in the first 


One who has euictons advertising | Bicester Road, Aylesbury, Bucks place to Managing Director- 
experience to enable her to: , SSISTANT TO ADVERTISING 
— ee required in | MANAGER required. General adve RIPLEY, PRESTON & CO. LTD. 
collate and progress copy tising experience including media. print 
for Press, display material. Age about 25 year Wheatsheaf House, 
check proofs, and organise a Studio by London Firm Good opportunity in busy Department 4 Cc li S 
a system Apply. giving full details, salar pers ECA 
his person must have the type of ners and required, to Department (A) Beechan ondon E.C.4. 
I mind for this concentrated job. She of Desig (Northern) Limited, St. Helens, Lan ‘ 2 
is probably in a Dept. doing similar Printers cashire And at Birmingham, Manchester, 
work. This is an opportunity to | | AFRICAN & COLONIAL PRESS Sheffield, Leicester and Bristol. 
ce. assistant AGENCY. Advertisement Department 
. od . require on September 14 an Assistant . 
Good typing is essential, shorthand Applications required only aged about 25, capable of working VISUALISER with imagination ang the 
considered an advantage. f ith on own initiative essential, good typ = ae een — ——_ re- 
rom oun men wi ng. Apply Secretary, HOL 6645, quire y andon Technica gency 
Write full details of present position, Y g t Red Lion Square, London, W.C.1, fo Must be capable if necewary tw carry 
ecoaimaatea anes and salary required proved ability to design appointment layouts up to presentation stage. Full 
details to 
Box 5317 chowearés, poquers, tebets | | TRE TESG or a poues men Gender | eee ee ee 
- | 30) who has a little space-sciling ex ASSISTANT required in the Production 
Advertiser's Weekly 180 Fleet $t EC4 etc. amines or is keen to ener that field Department of large West End Agency 
A well-known Fiecet Street group of Previous experience necessary Write, 
XC 7 1 P periodical-publishing companics is pr stating age, salary required, ck lo 
tans cae ew yy “ae Send samples of reproductions to | pared "10 train such a man for early Box 5209 Ad, Weckly 180 tect St BCS 
2 i ideas an ir for ° » ‘ P - 
t promotion to one of its main adve — : . 1 
Public and press relations, publicity ome . Pret y LARGE ENGINEFPRING «GROUP 
and sales promotion generally: to join JAMES HAWORTH & by gy a requires a Publicity Officer tor one of 
well-known London soft drinks firm to. F ts factories in the North Applications 
Progressive position with tapid ad- BROTHER LTD. | Box $295 Ad. Weekly 180 Fleet St B&4 we invited from young men with an 
‘ile A = right man with proved i . ’ snaincering background and some ex 
ability t this juncture ideas and en- | LAYOUT ARTIST REQUIRED, (apabi perience in a sim iar capacity. Agency 
thusiasm more important that experi- 2i Soho Square, London, of producing finished Layouts = for experience desirable but not essential 
ence. Write, giving full details of w.l Catalogue reproduction BF 2 salary fo Salary in accordance with qualfications 
ee held, present salary, cic, to | . fully experienced man and experience 
ox 5328, Ad. Weekly 180 Fleet St BC4 | Box 5308 Ad. Weekly 190 Fleet St BC4 Box 5307 Ad, Weekly 180 Fleet St BCA 


‘Phone your Classifieds to CHA 8844 (Ix 25) 
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ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS | 
| 


answering these advertikements must | 

be made through a Local Office of the Ministry of Labour or a Scheduled Employment 

Agency if the applicant is a man aged 18-64 inclusive or a woman aged 14-59 inclusive 

is excepted from the provisions of the 

Vacancies Order 1952." 

ADVERTISEMENT REPRESENTATIVE 
wanted for London area calling upon 


CREATIVE MAN 
Required for West End Agency (R.P.A.) 


He must have considerable 
knowledge of all forms of 
publicity, and the ability to 
create a campaign in visual 
form suitabie for presentation. 
He must therefore be able to 
think, in the first place, from 
a copy angle and possess a 
keen sense of layout. 

Though he will work in 
direct co-operation with the 
Creative Director, he must, 
at times, be able to discuss 
advertising at client level. 

He will be given every 
Opportunity to make a worth- 
while and permanent position 
for himself in a well estab- 
lished organisation, working 
under ideal conditions. 

Write in confidence, giving 
outline of experience and salary 
required to Creative Director 


Box 5243 
Advertiser's Weekly 180 Fleet St EC4 


SENIOR § SPACE-SALESMAN 
y old-established monthly business 
journal with S-figure ABC net gale 
Must be able to contact (at top-level 
if necessary) advertisers in the industrial 
ficid. This is a strategic four-figure 
job. Particulars of age and expericnce, 


COMMERCIAL ARTIST ceqguicd for 
Biack/White Catalogue Work. Good 
lettering essential Also Junior = for 

stating age, 

Advertising 

, Arkley Road, Waltham- 


same department. Write 
experience to Hallons 
Service Ltd 

B.17 


stow 


A Fimsr GLASS SENIOR Copy. 


WRITER, age 10-40 years, required 
by well-known Cosmetic House. Must 


have sound advertising, sales and mer- 
chandising experience and above ail 
ability to write not only press adver- 
tisements but real live sales bulletins 
and sales promotion matter. Only ap- 


pilicants with sound business acumen 


need apply. Write full particulars, age, 


experience and salary required to 


Box 5298 Ad. Weekly 180 Fieet St BC4 


ARTISTS. Experiencey furniture and 


still life artists required for line, wash 


and colour illustrations. Highest wages 
Box 5256 Ad. Weekly 180 Fleet St BC4 
AN INVOICE TYPIST requecd = tor 
Space and Block Invoice Department 
in Advertising Agency Previous ex- 
perience an advantage; ‘S-day week, 
Call Crane’ Publicity Ltd, Quality 
House, Quality Court, Chancery Lane, 
i | 


ARTISTS, Experienced first class letter- 
ing/layout artisie required for Cental 
London Studio 
Box $253 Ad. Weekly 180 Fleet St BC4 

DIRECT MAIL man, aged 45 or under, 
cequired for strategic vacancy in Sub- 
scription Sales Dept of well-known 
Fleet Street group of periodical pub- 
lishing companies. Must have hod at 
least 5S years’ sound expericnce of 
direct-mail work Scope, excellent 
prospects, attractive terms and security 
for a man with practical ideas and 
induaatry. Full particulars of experi- 
ence, age, etc. in strict confidence to 
Box 4093 Ad. Weekly 180 Fleet St EC4 

COMMERCIAL ARTISTS. Fully ex- 
perienced airbrush photo = retouchers 
required for old established London 
Studio 
Box 5255 Ad. Weekly 180 Fleet St BC4 


CREATIVE 


LAYOUT 
ARTIST 


WANTED 
BY LEADING LONDON AGENCY 


Must be experienced in 


National Advertising 
Appreciation of Typography. 


Box 5229 
Advertiser's Weekly 180 Fleet St EC4 


Situations Vacant: “The engagement of 


unless be or she, or the employment, 


Notification of 


CATALOGUE 
PRODUCTION 
MANAGER 


Large London retailer requires 
Manager for catalogue pro- 
duction. Applicants who have 
had recent extensive and 
practical experience in all 
aspects of the work involved 
should apply, giving age, 
details of all previous experi- 
ence to 


Box 5300 
Advertiser's Weekly 180 Fleet St EC4 


established and important media 
Salary, Expenses and (ommission to 
suitable person. Permancnt employ- 


resentative for small technical journal 
Generous comm ssion to man travelling 
industrial towns 

Box 5248 Ad. Weekly 180 Fleet St BC4 


AucusT 20, 1953 


APPOINTMENTS VACANT 


traders (mainly renewals) for 


Also part-time free lance Rep- 


EAST MIDLANDS GAS BOARD 


Applications are invited for 
the appointment of a Display 
Artist in the Area Display 
Centre of the Board at Syston, 


in strict confidence, to 


Box 5294 Ad. Weekly 180 Fleet St BC4 
SILK SCREEN OPERATOR (MALE). 
Display Studio, Leatherhead. Salary 
£235 per annum at age 20 to £375 per 
annum at 26, rising subject to satis- 
factory service to £450 per annum. 
Superannuable. Applicants should have 
experience in the preparation of pro- 
film and photographic stencils, seri- 
graphy, half-tone printing and use of 
fluorescent paints. Art Schoo! Training 
an advantage. Applications, giving two 
references, should reach Area Display 
Supervisor, SEE. Board, Bridge Street, 


Leatherhead, by 7th September. 


cessful applicant will be re- 
quired mainly for silk screen 
printing and display lettering. 
The salary will be in accord- 
ance with Intermediate Grade 
6 Class I conditions of ser- 


required 


Applications stating age and 
experience together with the 
names of two 
should be sent to the under- 
signed to be received not later 
than August 29, 1953. 


Beverley House, 
University Road, LEICESTER 


MEDICAL 
COPYWRITER 


required immediately 
The man (or woman) we are 
iooking for could be a senior 
medical student who, for one 
reason or another, has not 
passed finals, or a qualified 
pharmacist. In either case, 
the applicant for this interest- 
ing job must have the ability 
to express technical ideas in a 
clear and interesting style with 
a proper regard for accuracy. 

Services of a free-lance 
may be considered. 
Write to: 


Box 5335 
Advertiser's Weekly 180 Fleet St EC4 


GREETING CARD 
ARTISTS & DESIGNERS 


Greeting card manufacturers 
wishing to contact artists able to 
design attractive cards——Christ- 
mas, Birthday and _ Special 
Occasion—suitable for general 
market. Novelty of design and 
or fold of card particularly 
interesting. Roughs or artwork 
should be sent for consideration 


to 
A. MASON & Co. Ltd. 
207 ST. JAMES’S ROAD 
CROYDON ~- SURREY 


appointment of 


Display Artist 


Leicester. The — suc- 


(£450-£495 per annum). 


references 


A. GWYNNE DAVIES, 
Secretary. 


YOUNG LADY (20/25), good education 


and appearance, competent and accurate 
shorthand/typist required by Advertis- 
ing Agency as Assistant Space Buyer. 
Write giving full details of age, 
experience and salary required, to 

Box 5340 Ad. Weekly 180 Ficet St BC4 


LAYOUT MAN for established London 


Agency. Previous Agency experience 
essential and the ability to produce 
good clean slick layouts up to presenta- 
tion standard. Write fully giving age, 
experience and salary expected, to 

Box 5351 Ad. Weekly 180 Fleet St BC4 


COLGATE-PALMOLIVE-PEET —_LTD., 


require another S:enographer-Clerk, 
preferably with advertising experience, 
or keen to gain it. Accuracy, neatness 
and common sense more important than 
high speeds No Sats. Please phone 
Miss Cann, GER 9080, for appointment. 


PUBLIC RELATIONS OFFICER re- 


quired by a nationally known com- 
pany closely connected with the 
motor, motorcycle and cycle industries 
Applications must include age, salary 
required and a clear statement of 
whole-time experience in public rela- 
tions to 

Box £306 Ad. Weekly 180 Flect S: BC4 


OSBORNE-PEACOCK CO. LTD. require 


invoice clerk able to check block and 
stereo charges. Five-day week. Apply 
26a Albemarle Street, W.1. 


PRODUCTION ASSISTANTS 


required for busy agency. 

Able to work on own initiative. 
Agency experience essential. 
Apply 
NEW ERA ADVERTISING SERVICE LTD. 
107 Fleet Street, E.C.4. 
or telephone CEN 5704 for appointment 


Saward 
require 

ANOTHER 
OUTSTAN 


VISUALISER 


to work in co-operation with first-class 
copywriter as ieaders of a team. Must 
be a good advertising man as well as a 
first-class advertisement designer; versa- 
tile, and forward-looking; and able to 
show fruits of experience on important 
national accounts in leading Agencies. 
Only if you can measure up to stated 
requirements, please write giving details 
of experience, age and salary required, or 


telephone, to: 


The Managing Director, 
Saward, Baker & Co., Ltd 
27 Chancery Lane, London, W.C.2 


Telephone: 


Baker 


DING 


Holborn 3721 


’Phone your Classifieds to CHA 8844 (Ex 25) 
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AuGust 20, 1953 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


IF 


you are a top-flight male 


LETTERING 
RETOUCHING 
STILL LIFE ARTIST 


we would like you to join us either 
as a freelance or staff. 


Phone: 


GROOME & LAKER 


LIMITED, 


GERRARD 8473-4 


6 ARCHER STREET, 
LONDON W.1. 


PRODUCTION. Agency trained senior 
Production man required to handie a 


number of technical accounts. Must 
have first class knowledge of typo- 
graphy and process work a fully 


including salary required, 
Box 5348 Ad. Weekly 180 Fleet St EC4 


LONDON TECHNICAL STUDIO 


require the services of a first 
class general retouching artist. 
Apply giving full particulars to: 


Box 5318 
Advertiser's Weekly 180 Fleet St EC4 


WRIGHT ARTS LTD. 
require a further experienced 
GENERAL ARTIST 
Must be capable of first class work. 
Apply for appointment to: 
STUDIO MANAGER, 49, Old Bond 
Street, W.!. Telephone: MAY fair 1940. 


JUNIOR GENERAL ARTIST wanted for 
studio of Advertising Agency. Must be 
versatile, Write, phone or call: Crane 
Publicity Ltd., Quality House, Quality 
Court, Chancery Lane, adie 
CHAncery $287. 


COPYWRITER 
REQUIRED 


He must be capable of extracting 
sales points from information cover- 
ing a variety of subjects to produce 
first-class technical consumer copy 
for direct mail shots, sales brochures, 
leaflets and major publications. 

The successful applicant will be 
expected t© join a staff superannua- 
tion scheme after the usual qualifying 
period 

Write first, full details of experience 
and capabilities, with salary required, 
to 


Box 5304 
Advertiser's Weekly 180 Fleet St EC4 


DISPATCH, Young lady required for 
dispatch department of West End Ad- 
vertising Agency. Good salary and 
ideal conditions. Write fully including 
age, experience (if any), to 
Box 5349 Ad Weekly 180 Fleet St BC4 

WANTED for 


occasional commissions, 
London and Provinces, young lady 
artist, imaginative with gift for murals 


and decor. 
Box 5352 Ad. Weekly 180 Fleet St EC4 
PRODUCTION ASSISTANT, young, but 
experienced required for copy detail 
department, Apply Production Manager 
Intam Ltd. (International Advertising 
a Marketing), 14 Half Moon Street, 
Ww Phone GRO £4526 
omeC TORY COMPILATION, Assistant 
wi.h experience wanted. Write 
Box $339 Ad. Weckly 180 Fleet St BC4 


| 


LAYOUT ARTIST | 
VISUALISER 


Manchester Advertising 
Agency) requires first class 
Layou Artist / Visualiser, 
capable of producing roughs 
for ss advertisements, 
posters and printed literature 
up to presentation standard. 
KnowlcJze of typography and 
produciion methods essential. 
Reply stating age, experience 
and salary required to 


Box 5316 
Advertiser's Weekly 180 Fleet St EC4 


YOUNG PRODUCTION MAN 
(22-30) 


able to 
accounts 
agency. | 
preferred 
and salary 


take charge of a group of 
required by busy London 
evious agency experience is 

Write giving full particulars 
required to: 


GILBERT ADVERTISING LTD. 
Hastings House, Norfolk Street, W.C.2 


A LAYOUT ARTIST 


is required for a_ national 
weekly. The position is con- 
cerned with the detailed layout 
of editorial pages. 

The person we are looking 
for has a good knowledge of 
precess, type, and is able to 
produce slick layouts with 
designed headings at speed. 

Applications should be made 
by letter giving age, experience 
and salary required to 

Box. 5312 
Advertiser's Weekly 180 Fleet St EC4 


RETOUCHER (FIGURE) and general— 
not mechanical Expert colourist, part 


or full tim 
Weekly 180 Fleet St EBC4 


Box 5338 Ad 
APPOINTMENTS WANTED 


ADVERTISEMENT MANAGER, experi- 
enced trade press, requires top-grade 
appointment 
Box 4353 Ad. Weekly 180 Fleet St EC4 

YOUNG MAN, 25, 15 months’ Adver- 
tising Manager, after 5 years’ Media 
Departm« and Space Buying experi- 
ence, secks situation with prospects 
Box 5342 Ad. Weekly 180 Fleet St EC4 

YOUNG COMMERCIAL MANAGER, 
age 32, sceks new progressive post. 
Agency traned, experienced in Sales 
Managemen: and Company Secretarial 
administration 
Box 4314 Ad. Weekly 180 Ficet St BC4 

INDUSTRIAL, MEDICAL, CHEMICAL. 
Advertiser late thirties, in charge 
Publicity Parent Co. well-known indus- 
trial group seeks change, similar or 
agency appointment, home or overseas 
Box 4345 Ad. Weekly 180 Fleet St EC4 

HONOURS GRADUATE, modern lan- 
guages, ex-inielligence Corps, 26, wide 
ly = travelled fluent German, good 
Italian and French, wishes to make 
career in ivertising 
Box 5327 Ad. Weekly 180 Fleet St BC4 


SILK - SCREEN - DISPLAY - EXHIBI. 
TION DESIGNER with expert know!- 
edge photo «stencils Proven organiser 
and business-getter, experience with 
best known studios, secks first clase 


position, 
Box 5344 Ad. Weckly 180 Fleet St BC4 


YOUNG 
ADVERTISING MANAGER 


with sound agency experience, 
ministration, copy/ ideas, 
duction manager, secks interesting 
post, with future, at home or over- 
seas. Further detaila from: 

Box 53s! 
Advertiser's Weekly 180 Fleet St EC4 


ad- 
contact, pro- 


| 


CAMBRIDGE GRADUATE (Psycho!) 
would like to enter Advertising « 
Agency side 
Box 5326 Ad. Weekly 180 Fleet St bs 

ASSIST ANT ACCOUNT EXECUTIVE. 
28. Reliable and competent. & 
knowledge of production; typesetting 
print and space buying, commissio 
artwork, etc. Contact. Write 
Box £324 Ad. Weekly 180 Fleet St }C4 


2 


WELL-KNOWN 
ADVERTISING 
SALESMAN 


having established offices in Centra! 
Edinburgh is prepared to act as 
Scottish Representative for Adver 
tising, Editorial andior Circulation 
to a limited number of First Class 
Trade or Consumer Publications 
Send details in confidence to 


Box 5325 
Advertiser's Weekly 180 Fleet St EC4 


CREATIVE LAYOUT ARTIST. § years 
Agency experience (L — EYBo 
graphy, Lettering and Figu 


wi 
Box $320 Ad. Weekly 180 Fleet St i i 
ASSISTANT EXECUTIVE, 29, with cx 
perience of both advertiser and agency 
work, seeks job with SCOPE 
Box 5313 Ad. Weekly 180 Fleet St BC4 


PRODUCTION. Manager, fuliy experi- 
enced on national accounts, with sound 
technical knowledge of print. Efficient 
organiser Seeks progressive position 


Box 5343 Ad Weekly 180 Fleet St BC4 
D. GORING, FIGURE ARTIST, {uly 
experienced. Requires Free Lance com 
Missions of permanency. Please reply 
Box 5315 Ad. Weekly 180 Fleet St b04 
TOP LEVEL Sales Executive requires 
London or sole representation; or 
management, Weekly, Monthly Publi- 
cation; commission basis; extensive 
experience; well-known; exceptional 
record. Early reply will catch 1954 
schedules 
Box 5309 Ad. Weekly 180 Fleet St EC4 
A YOUNG MAN, aged 21, compicied 
National Service, School Certificate 
Standard; 24 years’ experience in Ad 
verusing Agency (outdoor publicity) 
Knowledge of layout and design 
Requires opening in Art Studio creat 
ing pencil ang coloured roughs, proofs, 


etc 
Box 5310 Ad. Weekly 180 Ficet St C4 


If you are in 
urgent need of staff, contact Embassy 
Bureau, Excel ouse, Whitcombe 
Street, W.C.2. (WHltehall 5924). We 
specialise in efficient personnel. 
EXPERIENCED YOUNG ARTIST 
24 (male) desires change to assist art 
editor house magazine, of post in 
Printers, Publisher's Studio 
Box 5285 Ad. Weekly 180 Fleet St B04 
ACCOUNTS EXECUTIVE with = more 
than 10 years’ experience availabic 
for London agency. Compecent adver 
tising man used to full control of 
national and technical accounts 
Box £244 Ad. Weckly 180 Fleet St B04 
STUDENT. Virile mind, able to visual 
ise; knowledge layout; keen copywriter 
wishes to join Agency to develop high 
creative potential. Salary unimportant 
Box 4341 Ad. Weckly 180 Fleet St EC 4 


FREE LANCE SERVICES 


DESIGNER TYPOGRAPHERS requc«' 
commissions “atalogues, brochure: 
etc. All designs for quality work. 

Box S311 Ad. Weekly 180 Fleet St BC 4 


BUSINESS OPPORTUNITIES 


LONDON COMPANY 


require w pu 
chase cither outright or controliins 
interest in studio capable of creative 
work for showcards and = cut-out 
Working arrangement considered 
Must be experienced in full colo 
with knowledge of litho reproducti 
methods 


Box 5302 Ad. Weekly 180 Fleet St Bi 


SIRPI (H. de la Chassaigne—P. |! 
Gomez Homen), International Serv 
Agency, Via Vueconti di Modrone, 
Milan. 


*Phone your Classifieds to CHA 8844 (Ex 25) 


good prospects, 


SHOW CARDS, CUT-OUTS 
ADVERTISING FOLDERS 


by photo-litho or letterpress (own 
photo-litho process plant). 
CARILLON PRESS LTD. 

Fine Colour Printers. Bournemouth 
Telephone Boscombe 36835 
ae Dance a 100 

E. 


Fleet eens 
hone; CENtwal 1740 
ADVERTISING MAN with all-round 


experience and business acumen offered 
directorship in smal! firm of advertising 
and cditorial consultants with very 
now seeking recogni- 
tion. Offices in central position, Small 
investment required a should 
be able | © cover Own exp 
Box 5322 Ad. Weckly 180 Fleet § St BC4 
ADVERTISING EXECUTIVE ex 
A.LP.A., with 20 years’ all-round 
eae. wishes to join, as Executive, 
Agency Company where capital is 
needed N.W. England preferred 
Box 5346 Ad. Weekly 180 Fleet S: BC4 


MISCELLANEOUS 


CLAPHAM 
ADVERTISING STUDIOS 
First class Models 
available for all Studios 


Anything supplied for 
photographic illustrations from 
a flea to an elephant, 


Give us a ring Day 
or Night 


MACaulay 8621! 


23 The Pavement 
Clapham Common: S.W.4. 


DEBTS —w-y routhows Britain. No 


reult — . Brilegal (Bstab. 
1919) 80 veeds a Bradford. 


VITREOUS STEEL SIGNS) 
AND NAMEPLATES 
in colour to your requirements 3 


FOICIK LTD. 
36-38, Western Road, London, E,13. 
GRA; 4524. 


| SUPPLIES 


printing 

Instruction Books 

Spare Parts Lists 

Charts & Posters 

We undertake a part, or the whole 
job, of producing perspective draw- 
ings, litho or letterpress printing, 
compiling etc. Specialists in Tech- 
nical Publications. 


TECHNIGRAPHIC 


TECHNIGRAPHIC (BRISTOL) LIMITED 
Hampten Lane, Bristol, 6. Tel. 36396 


SALES AND WANTS 


IMPROVED LETTER FILES. Ask for 
list. GAZEBO, 57 Packington Road, 
son, London, W.3. AC 4731. 
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ADVERTISER'S WEEKLY 


FURNITURE & 
FURNISHING 


trades and associated 


industries must 


advertise in the 


FURNISHING TRADI 
DIRECTORY & 


ENCYCLOPEDIA 


(Guide 


; 
Buvers 


_ | 


THE ONLY VOLUME 


4 containing comprehen- 
sive A.B.C. lists of Manu- 
facturers, Wholesalers, 


Agents, Retailers, Sup- 
pliers, and the Classified 
Buyers’ Guides. 

The ‘F.T.E.’ is the trade’s 
most widely used ref- 
erence book for market- 
ing information — and 
therefore its indispensable 
advertising medium. 
Every subscriber to 
Furnishing World receives 
a copy of each annual 
edition; thus a thorough 
trade coverage is assured. 
Write to-day for rate card 
and further particulars of 
the 1954 edition. 


a 


ee 
oe 


August 20, 1953. 


Published by the Proprietors, BUSINESS PUBLICATIONS, Ltd., at their office at 180, Fleet Street, Loy 
Printed in England by Staples Printers Limited at their Great Titchfield S« 


THurspDay, AuGusT 20, 1953 


—STOP PRESS — 


_ DEATH OF 
W. H. BAKER 


W. H. Baker, former |. ndon ad- 
vertisement manager of © \ orkshire 


Evening Press” and the Sheffield 
“Star,” has died in hos) tal after 
long illness. He was 49. 

“Bill” Baker started on “Punch” 


and then joined Northciiie News- 
papers and later the ~\ orkshire 
Herald” under the then London 
manager, Frank Wilhinsoa, on 
whose death he was ppointed 
London advertisement manager. 

He moved to Kemsicy House 
when Kemsley Newspapers acquired 
the “Yorkshire Evening !’ress” and 
“Yorkshire Herald” ear!) in 1945. 
He continued as London advertise- 
ment manager of the “Yorkshire 
Evening Press.” In addition in 1946 
he was appointed London adver- 
tisement manager of the Sheffield 
“Star” and the Middlesbrough 
“Evening Gazette.” In 1949 he re- 
linquished the Middlesbrough paper 
and in 1951 ill health compelled him 
to give up all work. 


THORNEYCROFT AS 
ISMA’s GUEST 


First annual dinner of the Incor- 
porated Sales Managers’ Associa- 
tion since before the war will be 
held at Claridge’s, November 5. 
Guest of honour: Peter Thorney- 
croft, M.P., President of the Board 
of Trade. 


NEW AD MANAGER 
FOR VIDOR 


Douglas E. Gaunt appointed ad- 
vertising manager of Vidor Ltd., 
Erith, Kent. Previously he was with 
E. R. Howard Ltd., manutacturers 
of Autobrite car polish, as publi- 
city manager. 


R. D. Hicks, partner in solicitors 
firm of Stooke, Vaughan, Webster, 
Webster & Co., Ltd., who, on behalf 
of client, have circularised national 
advertisers with proposa! to form 
co-operatively owned advertising 
agency which would pay back 
agency commission to clients, said 
yesterday (Wednesday) that response 
was “encouraging.” He declined to 
name client for whom tirm were 
acting. 


S. C. Peacock Ltd., taking over 
account for Rain Industries, makers 
of electric motors. 


Argus Press Ltd. booking space 
in national Sunday newspapers for 
September for their “Competitors’ 
Journal & Pools Guide.” In addi- 


tion Day Glo showcards and thou- 
sands of double crown posters are 
being distributed 
country. 


throughout the 


A.B.C. figure for “Stitchcraft,” 
January-June 1953, 227,916 copies 


per month, as compared with 
214,926 for previous six + :onths. 
E.C.4 


‘MIRROR’ VARY COPY 
IN CLASS MEDIA 


“Daily Mirror” using new copy 
for their publicity campaign in class 
media. “Iwo business execufives” 
who in past have discussed kind of 
people who read the “Mirror” have 
been replaced by a “typical work- 
ing class family.” First ad. in new 
series illustrates man and wife with 
their two children and a dog driv- 
ing along sea front in car. Heading 
is: “Folks with your future in their 
hand” and copy points out that they 
will be “planning to buy a lot of 
expensive things before they are 
much older.” This ad. will be used 
in “The Times,” “Manchester 
Guardian,” “Financial 
“Marketing,” “The Accountant,” 
“The Economist” and “F.B.L. 
Review.” 


SIGN ALLOWED 


Minister of Housing and Local 
Government has allowed an appeal 
against refusal of Tunbridge Wells 
borough council to permit display 
of illuminated sign advertising ales 
— at Bedford hotel, Tunbridge 


Advertising on Birmingham Cor- 
poration buses has already passed 
minimum income guaranteed by 
contractors. Actual revenue 
brought in is already about £30,000. 
This is at a rate beyond guarantee 
of £47,187 for first year. 


F. C. Hillsdon, chief account 
executive Marketing Consultants 
Ltd., has been appointed general 
manager. Before joining the organ- 
isation in 1949 he was with Lord 
& Thomss Ltd., and later with 
Masius & Fergusson Ltd. 


Ansells, the Birmingham brewers, 
launching new bottled light ale— 
Spotlight—with advertising in pro- 
vincial newspapers, including South 
Wales area. 


New campaign for du Maurier 
cigarettes concentrating on Edin- 
burgh district launched with a half- 
page advertisement in “The Scots- 
man.” The scheme includes half- 
pages and other large spaces in 
several Edinburgh newspapers. Ser- 
vice Advertising Co., Ltd., are 
agents. 

Robert Wilson, chairman and 
managing director for 25 years of 
the Edinburgh printing firm of 
Pillans & Wilson Ltd., and founder 
of the Scottish Alliance for Master 
Printers, has died. 


To introduce its latest ranges of 
instruments and switchgear to as 
wide a field of electrical contractors 
and engineers as possible, General 
Electric Co., Ltd., have equipped 
mobile showroom. Travelling with 
it are representatives from the 
company’s switchgear and instru- 
ment departments and sales depart- 
ment. 


It is understood that the “Daily 
Mirror” is sponsoring new monthly 
literary magazine to be edited by 
John Lehmann. 


(Phone: Chancery 8844.) 
:, London, establishment. 
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